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A COMPLETE WINDOW LIGHTING SERVICE 


---TeSted in Hundreds of Stores 














SILVERLITE 
All metal reflectors guaranteed not 
to tarnish, crack nor peel. Reflect- 
ing surface of highest efficiency; 
adjustable neck makes each reflector 
adaptable to different size lamps. 
Color screens instantly adjustable 
without special fittings. 






MULTILITE 
From two to ten Silverlite re- 
flectors in metal trough wired 
and ready to install in window 
head. A trim equipment that 
overcomes the disadvantages of 


unit reflectors. Reflectors re- 
movable and cleanable. 


SPOT-O-FLOOD ; 
A combination spot and flood light 
that permits instant adjustment to 
any angle and light control from a 
spot 24” in diameter to a flood 10 feet 
in diameter at a distance of 10 feet. 
Comes completely equipped. Indis- 
pensable in any well lighted window. 
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smaller stores. 


proven efficiency. 


Fo over 70 years Frink store lighting equipment has been used by stores in all parts of the country. = . 
Now we offer a complete and standardized window lighting service particularly suitable for groups of 


‘he three units shown above are so flexible in their uses yet so standardized in design and efficiency that 
they can be bought in quantity with the assurance of perfect results under all conditions. Each is of 


They are carried by jobbers everywhere and are known to electricians everywhere. 








sentative. 











Let us tell you in detail of this unusual window lighting service. 


The Frink Co., Inc. 





235 TENTH AVE., NEW YORK 


Branches in Principal Cities 







| Str Newark, N. J., uses 
+ Li ent ing Equipment. 
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A card will bring literature or a repre- 
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The 75th Anniversary and 
Autumn Exposition windows 
of Marshall Field & Co., Chi- 
cago, have inspired admiration 
and acclaim throughout the 
world. They are, in fact and 
fancy, a symbol of this great 
retail institution which in the 
course of the past 75 years has 
achieved an international repu- 
tation for admirable merchan- 
dising. 


























Amidst all the gorgeous splendor of 
background, setting and decorating that 
only Mr. Arthur V. Fraser can conceive 
and execuie, Palmenberg wax figures are 
the connecting link between the merchan- 
dise and the buying public. They display 
the merchandise itself attractively and 
exactly as in the manner worn. 


For many years, the Spring 
and Autumn opening windows 
of Marshall Field have supplied 
a sensation and an inspiration 
to creators of display through- 
out the world. It has also been 
the privilege of Palmenberg 
wax figures to be identified 
with these windows for many 
years, and this time as a happy 
coincidence to mark also the 
75th anniversary of the house 
of Palmenberg. 











J. Re. PALMENBERG’S SONS, Inc. 


1412 Broadway at 39th Street, New York 


CHICAGO BOSTON 
204 W. Jackson Blvd. 
SAN FRANCISCO 

11 First Street 


26 Kingston Street 
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A new and effective display accessory for attracting attention to store win- 
dows, AND HOLDING IT. 


Also desirable for ballrooms, theatres and other places where novel and 
beautiful effects are sought. 


Serviceable also as a straight spotlight or floodlight. Size, 13% inches high 
by 12 inches diameter. Equipped with mirror reflector for throwing light 
in any direction. Furnished complete with light, cord and $30 00 
socket, ready for immediate use; each . 
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‘he Botanical Decorating Co. 


(ESTABLISHED 1896) 


319 to 327 West Van Buren Street 














Chicago, Illinois 
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Is Display to Eclipse Advertising? 


S the power of advertising decreasing? 

Have the .\merican people become so 

weary of the volume of business pub- 

licity which appears in the columns of 

their newspapers and magazines that they 

merely scan the contents of these publications? This 

is a question which is perplexing every factor in pres- 
ent-day merchandising. 

The last decade has seen a tremendous increase in 
advertising and a consequent increase in the size of 
both newspapers and magazines. It has also wit- 
nessed a prodigious increase in their circulation. But 
despite these apparently significant facts there is a 
well-defined sense of unrest in advertising circles that 
indicates a falling ratio of return. 

Laurence Meads, of the Blackman Co., address- 
ing the Window Display Advertising Association in 
October, outlined the reasons for this dissatisfaction 
in an illuminating fashion. Showing that the number 
of automobiles and radios had increased at an 
astounding rate since the end of the World War, he 
pointed out that their owners could not use them and 
enjoy them and devote as much time to reading as 
heretofore. Pointing to the vast increase in movie 
attendance and bridge club membership, he declared 
that this also ate deeply into the time reserved for 
reading. 

Under the circumstances it was but natural that 
merchants and manufacturers alike should seek other 
media more sure of results. The trend toward win- 
dow display has been so pronounced in recent months 
and the diversity of subjects which have contested 
for window space so great that the alert displayman 
should have an inkling of the way the wind is blow- 


ing. The consumer may not see the advertisement 
in the newspaper, or may limit his inspection to the 
headlines, but when he passes the store window he 
cannot help but see the goods. If he has even a 
shadowy intention to buy the type of wares featured, 
he is reminded of his need and inspired to inquire 
about them. 

The buyer who comes into the store is worth five 
who read of bargains and compare them with other 
dealers ’bargains. Keen competition makes the chance 
to sell vital, and that chance is not offered until the 
consumer enters the store. This ability of the win- 
dow not only to interest but also to get the customer 
into the store is the factor which is constantly add- 
ing to its prestige among tradesmen. 

Fhe printed advertisement and the display must 


-always work hand in hand. They are natural correla- 


tives supporting and abetting each other in splendid 
fashion. The waning faith in the printed word arises 
from conception of the printed message as a form of 
magic that could be brought to the advertiser’s assist- 
ance through the mystic formula of the copywriter 
and layout man. Every advertising medium has its 
limitations, and often these are its best safeguards. 
With a newspaper or magazine of general circula- 
tion, it is possible to reach thousands of readers, but 
even the most optimistic buyer of space can expect 
but a fraction of this audience to respond to his ap- 
peal. In his window he may reach but a fraction of 
the population, but all of those who stop before his 
display are so close to the store entrance that they 
are able to convert their interest into sales within a 
few minutes. This is an advantage that cannot be 
too greatly emphasized. 





da 


THE DISPLAY 














No. 2500—Size, 5’ 8” high; three panels each; 








18” wide; real cowhide leather... $50 | 
Newest Display----Leather Screens © 
| 


Over 150 different designs, including Adam Period, 
Renaissance, Floral, Hunting—French, English, etc., 
in all treatments, Light or Dark Backgrounds—worthy 
of your inspection at our show rooms. 


We Invite Your Inspection. 


ROMAN ART SCREEN CO. Inc. 


Leather Hand-Painted Screens 


| 
414 MADISON AVENUE NEW YORK CITY | 
Tel.: Mur. Hill 3137 | 
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Wrought Iron 


DISPLAY FIXTURES 


Make Your Windows 
Reflect a Positive 
Appeal to Your 
Customers ! 
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THE 
STEWART IRON WORKS CO. 


Artistic Wrought Iron Division 
18th and Madison Ave., Covington,. Ky. 
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FOR MERCHANTS — DLSPLAYMEN ~ ADVERTISERS 


SERVICE BUREAU 


The DISPLAY WORLD will be glad to supply the 
latest authentic information about anything in the dis- 
play line in which you are interested. If you do not 
find your needs listed on this blank, write a separate 


letter. 


If we do not have the information you want 


on file, we'll find out for you. 


_] Air Brushes 

(] Animated Signs 

_] Art Prints and 
Reproductions 

(] Artificial Flowers 

1] Artificial Snow 

[] Art Screens 

[] Art Studies 

([] Backgrounds 

[|] Background Coverings 

_] Books on Cardwriting 

[} Books on Display 

[] Books on Draping 

(] Booths and Floats 

[] Brushes and Pens 

C1) Cabinets—Revolving 


[] Card & Mat Board 

[1] Gard Writers’ Materials 

(] Cash Carriers 

(_] Chairs and Seats 

(}] Color Lighting 

(] Counters and Shelving 

(] Crepe Papers 

] Decalcomania 

| Decorative Papers 

{] Display Furniture 

(| Display Forms 

[] Display Racks 

] Dividers—Show 
Window 

[] Drawings and Paintings 

LJ] Drawing Boards 


_] Exhibit Displays 

[1] Fabrics and Trimmings 

(_] Fixtures 

(] Flags and Banners 

[] Hammers—Window 

(] Lamp Coloring 

(_] Lithographed Displays 

1) Lighting and Equipment 

(| Natural Foliage 

[] Pageants and Exhibits 

(] Papier Mache 
Specialties 

(] Plaques (Window) 

(1) Plastic and Composi- 
tion Pieces 

([] Plushes and Velours 

[] Price Cards and Tickets 

[] Price Ticket Holders 

[] Reflectors 

_] Revolving Display 
Tables 

CL] Screens (Background) 

[] Socks—Window 

[] Show Cards 

[J] Show Card Schools 


_] Show Card Service 

_] Show Card Supplies 

L] Show Cases 

| Show Case Lighting 

(] Signs and Card Holders 

(] Signs—Brass and 
Bronze 

(] Signs—Electric 

(] Signs—Wood Letter 

J Stencil Outfits 

[] Stock Posters 

_] Store Designing 

(] Store Fronts 

{] Time Switches 

[] Valances 

[] Wall Board 

(] Wax Forms and Figures 

(] Wickerware Specialties 

|_] Window Display Service 

(] Window Drapes 

_] Window Lighting 

_] Window Shades 

L] Window Trimming 
Schools 

[] Wood Carvings 


Mail to THE DISPLAY WORLD, Cincinnati, Ohio 
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At the conclusion of the Dinner at the Rogers Hotel Where the New Association Was Formed 


New Illinois Association Formed 


Delegations From Downstate Cities Frame Regional Body 
at Dinner Staged in Bloomington 


3y NATHAN SILVERBLATT 


Secretary, 


HE rally of central Illinois displaymen on Thurs- 
day evening, November 3, at the Rogers Hotel, 
Bloomington, proved to be one of the most 
enthusiastic sectional gatherings of the profes- 
sion in recent years. It resulted in the forma- 
tion of the Central Illinois Association of Dis- 

play Men, the following officers being unanimously elected 
to serve for the ensuing year: Ellsworth H. Bates, Block & 
Kuhl, Peoria, president; Paul L. Wertz, A. Livingston & 
Sons, Bloomington, vice-president; George V. French, B. & 
M. Store, Peoria, secretary, and K. W. Bailey, Bacharach’s, 
Decatur, treasurer. 

A remarkable attendance, approximately seventy-five, rep- 
resenting the cities of Bloomington, Peoria, Decatur and 
Springfield, assured at the outset a successful and inspiring 
event; in fact, the best tribute to the value of the gathering 
was the decision to hold similar meetings semi-annually. 

The hunger of the gathering was more than satisfied with 
a tasteful repast, orchestral music and carnival hats pro- 
viding the bond of fellowship. Peoria enthusiasts gave vent 
to their pep with torpedoes that resounded through the hotel, 
and the ever-popular Dan Hausen obliged with a clever 
character impersonation of a Hebrew book agent. Then the 
united singing of popular airs and the beginning of the educa- 
tional features was welcomed. 

F,. D. E. Babcock, secretary of the Chamber of Com- 
merce, Bloomington, welcomed the delegates, revealing a 
keen insight into the value of display for a layman, saying 
that the importance of the displayman was equal to that of 
any other store executive, for to him was entrusted the store’s 
first contact with the public. He stated that the displayman 
was the custodian of the store’s greatest investment, its store 
front, valued at thousands of dollars per front foot, and that 
this entailed a responsibility which the displayman should 
fully realize and jealously protect. He declared that he con- 
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sidered the three fundamentals of successful display to be 
frequent change, sales appeal and the lure of imagination, 
and that their employment struck a hard blow at competition 
—of neighboring stores, chain stores, mail order houses and 
canvassers. 

Ellsworth H. Bates had the honor of replying, and did 
so admirably, as follows: 


‘‘Although I feel quite humble in this capacity, I am glad indeed to 
have been given the honor and privilege of thanking you in behalf of 
visiting displaymen, our guests and friends for this hearty welcome. 

“Due to the fact that Bloomington is known far and wide for its 
beautiful show windows, it was only fitting and proper that we should 
choose your beautiful city as the first of a proposed series of central 
Illinois semi-annual inter-city conventions, or activities. 

“Through our parent organization, the I. A. D. M., we have been 
shown that it is through activities such as these that we are drawn 
closer together in bonds of friendship and service, and we have found 
that to give an idea to a brother is to receive many in rutnrn. 

“We feel that through closer fellowship, education and unselfish 
exploitation of ideas and methods of selling by display, that display 
in the very near future may be recognized as equal to any other 
medium for the furtherance of selling merchandise and good will 
methodically and at a profit. 

“Display is not new; it dates back to the ante-diluvian days, when 
the ancient artisan or craftsman displayed his wares outside of his 
dugout that he might create the desire of ownership in a passerby and 
perhaps receive a few trinkets in rturn. 

“Th merchants of Bloomington and their displaymen have imprinted 
indelibly on the minds of the thousands who have passed through the 
city yearly, or have seen their display windows reproduced in maga- 
zines of national or international scope, a certain feeling of good will 
that would have cost hundreds of thousands of dollars to buy in any 
other manner, and to them much credit is due. 

“You Bloomingtonians have awakened slumbering Peoria, Spring- 
field and Decatur, and in the spirit of good fellowship we say, ‘More 
power to you,’ and ‘Look to your laurels.’ for we hereby issue a friendly 
challenge. ‘Choose well your weapons,’ and may I advise, ‘Choose the 
one marked ‘Display?’ ’ 


S. W. Englund, A. Schradzki Co., Peoria, favored with an 
excellent and instructive demonstration of an ensemble men’s 
wear display, reciting that this style of arrangement had 
proven very effective, resulting in the sale of the complete 
outfit. 

(Continued on page 13) 
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With the New York Displaymen 


Modernism Gains New Converts as Great Stores Swing to Window as 
the Most Potent Sales Magnet—Saks‘ Spring Surprise 
By COLEMAN W. McCAMPBELL 
New York Staff Representative, The DISPLAY WORLD 








HEN Franklin-Simon’s employs 

a well-known designer of stage 
settings to decorate their win- 
dows, and Saks’ Herald Square 
leaps into prominence with a 
striking modernistic display, 
when Bonwit-Teller desert straight display 
of merchandise and Women’s Wear Daily 
inaugurates a weekly series of articles by 
leading displaymen, you can conclude that 
window display is assuming a new signifi- 
cance in Gotham. You can also conclude 
that competition is sharpening and __ that 
stores are becoming more conscious of the 
tremendous merchandising and prestige value 
of their windows. Yes, things are happen- 
ing! It was a surprise when, on a recent 
tour, I was confronted with the corner dis- 
plays of Saks’ Herald Square store, the 
latest recruit to modernism. Three windows 
had a solid background of silver, built up 
in tiers, each tier illumed with concealed 
green lights. Large crystal chandeliers were 
also muffled in green. Other color contrast 
was furnished by evening gowns of green 
and salmon. The two windows flanking the 
corner had the same silver background but 
with inserted cabinets for accessories, and 
featured blue and red gowns. 

It was also a surprise to see screens of 
gold and silver in the windows of Bonwit- 
Teller. Up to now, this store has remained 
serenely unaffected by the innovations of its 
sisters on Fifth Avenue, maintaining a tame 
exhibit of women’s apparel week after week. 
The fact that they are making even a slight 
exertion is important. 

A third surprise, and a very delightful 
one, was to find a series of six exceptional 
windows at Saks’ Fifth Avenue, windows 
that tower above anything achieved during 
the past month. All six were almost iden- 
tical in background. Draperies of silver 
gray were used for background, ceiling and 
sides in semi-oval effect. The folds of the 
material, drawn taut, rose toward the ceiling 
in V formation. A frame of three stiff 
ribbon-like strips with irregular points at 
the ends was placed flat against the glass 
and gave the impression of the wings of a 
theatrical stage. Evening apparel and ac- 
cessories were featured. In one window a 
tulle evening frock was draped on a mod- 
ernistic figure resembling a violin. Fans, 
gloves and other accessories were placed on 
an equally bizarre table. A second window 
used odd figures for draping of velvet and 
metallic fabrics, suitable for evening wear. 





SAKS SWING TO MODERNISM—Six 
ultra-fu‘urist windows ushered in Sidney 
Ring’s modern art display at Saks’ Fifth 
Avenue store in mid-October. Four of them, 
shown above, reveal the type of backgrounds 
and figures used. The latter are the crea- 
tions of the Display Craft Co. 
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Two windows displayed evening wraps. A fifth was devoted The second of the series of articles to appear in Woman’s 
to slippers in high colors and metallic effects, and the sixth Wear Daily was in the October 29 issue and was by Herman 
to jewelry. The figures were not only bizarre in the extreme, Frankenthal, of B. Altman & Co. Mr. Frankenthal states 
but resembled metal, and were flat like silhouettes. “I under- that the function of the drape is to sell yardage as well as 
stand that the artist responsible for these windows and the to be decorative. : 

silver effects at Saks’ Herald Square was formerly associated To quote Mr. Frankenthal: “There are certain conditions 
with Norman Bell-Geddes in design stage settings. This (Continued on page 35) 


is an example of where a pupil has 
learned to excel his master. The 
figures are said to be products of 
the Display Craft Co., a Broadway 

The first article of the series of 
articles on window display appear- 
ing in the store promotion section 
Cummings Chase, display manager 
of women’s wear was by Joseph 
of James McCreery & Co. In it he 
referred to three windows’ on 
view at the time of Lindbergh’s 
triumphant return as being the first 
silhouette backgrounds used for a 
store window. These were 18-foot 
panels. The first pictured the start 
from the flying field at Long Island. 
The second showed the plane speed- 
ing over the wide waste of waters. 
The third revealed Lindbergh alight- 
ing at LeBourget and his welcome 
by the French. It seems they at- 
tracted widespread attention and 
stores from various sections of the 
country offered large sums _ for 
them. They were finally relin- 
quished to Lasalle & Koch, of To- 
ledo. Since then Mr. Chase has 
applied the silhouette treatment to 
many things, two recent examples 
being a fashion showing and “Baby 
Week.” 

According to Mr. Chase, who, 
by the way, is also a_ portrait 
painter, there are two types of 
window displaymen. One group is 
composed of those who were 
brought up in the store and have 
acquired the ability to associate 
various ideas in an ensemble; the 
other group is comprised of men 
who have had a thorough school- 
ing as designers and plan their 
windows as an artist plans his pic- 
ture. They comprehend the effect 
of background on foreground and 
possess some sound knowledge of 
color harmony and color contrast. 
He thinks members of each group 
can learn from the other. 

To quote Mr. Chase: “The com- 
mercial window dresser no longer 
regards the artist as a ‘fluff,’ liable 
to blow up at the first ‘Dollar Day’ 
or ‘Reduction Sale.’ He considers 
him a worthy foeman and does him a ABOUT 
the honor of watching his work for od 
any helpful little ideas. As for the i = GAS 
artist, he discovers right away that : |g 
what he needs is more money in- 
stinct to alloy his purely artistic 
temperament.” 











REPLETE WITH NEW IDEAS— 
Current New York displays show- 
ing European influences. Top, dis- 
play in modern style by Irving 
Eldredge, Macy’s; upper center, J. 
A. Rosenberg, Abraham & Strauss, 
Brooklyn; lower center, A. Elder, 
Saks’ Herald Square; base, Ray 
Martin, Consolidated Gas Co. 
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Penney’s Plan For Christmas Art 


How a Great Apparel Chain Provides Its Branches With Decorations 
That Give Their Holiday Campaigns a Distinctive Touch 


ECLARATION that “Business Is War,’ ’as 
phrased by the late Henry H. Rogers, 
associate of the Rockefellers and oil 
magnate, epitomizes the harshness and 
savagery of the workaday world. But 

much of the mailed fist aspect of commercialism is a 
mask to softer sentiments that occasionally crop out. 
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Such a time is Christmas, rich in its memories and 
its legends. Harking back to the beginnings of Chris- 
tianity, it brings down from that remote past the tale. 
of shepherds watching by night on Judean hillsides, 
of a silver star that guided the three wise men of 
Persia to the Bethlehem manger. It celebrates the 
new religion’s triumph over pagan gods in the legend 
of the yule log. It pictures a 
sweep down through the cen- 
turies in the carols of the 
Middle Ages, sung first by the 
minstrels of the Teutonic prin- 
cipalities. 

The approach of Christmas 
brings with it the necessity for 
emphasis upon the spirit of the 
day. The great mass of mer- 
chandise which goes out of 
stores during the period is not 












bought to satisfy the cravings 
of the buyers; it is selected to 
give pleasure to relatives and 
friends. Kindliness and affec- 
tion become the impelling mo- 
tives for buying and they can 
best be stimulated by inspiring 
art. 

The great department stores 
long ago accepted this prin- 
ciple and gild their estab- 
lishments at Christmas with 
plaques and posters, holly and 
poinsettias, all ominous of the 
approaching Yuletide. But art 
is costly and competent artists 
few, making imitation by small 
competitors all but impossible. 
The village and suburban 
stores have gone along reso- 
lutely, doing their utmost to 
impress the appearance of the 
holidays upon their houses by 
garlands and wreaths and green 
festoons, sometimes breaking 
into pictorials with window 
backgrounds depicting well- 
known Christmas legends, or 
banking their displays with 
cotton snow sprinkled with 
silver flitter. 





the top are three windows installed 

for Window Night by D. Morning 

of the Parsons (Kansas) store. Be- 

low is a model window showing 

arrangements for Christmas deco- 
rations. 
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Products of the Ferryman Art Studios, New York, Which Ave to Be Used During the Holidays by Many Perney Store; 


The J. C. Penney Co., with its huge chain of small 
town stores, has come to grips with the Christmas art 
problem and is blazing a trail that small independent 
merchants may follow with profit. The Penney or- 
ganization is predominantly small town in operation 
and outlook. It had its origin in a tiny western 
village. It grew up and spread out over the nation, 
wave on wave, by establishment and absorption of 
small city stores. Its executives know the problems 
of the small town dealer and they plan their selling 
efforts to conform to the requirements of the petty 
establishment. 

They have recognized the trend toward the artistic 
which has swept the nation in the last decade, and, in 
consequence, take pains to provide their managers 
with means of charming the eye and loosening the 
purse strings of their patrons. Their Christmas art 
has the same brightness and the same careful pro- 
portion as the set pieces and plaques used by big city 
stores. 

To accomplish this they found is necessary to 
enlist the aid of studios able to produce original art 
pieces that could be produced in quantity and sold at 
moderate rates. They have designed wallboard 
candles and Christmas trees, church window set pieces 
and streamers depicting nursery rhymes, and made 
them available to all their stores at low rates. 


One of the organizations serving them is the 
Ferryman Art Studio, of New York, creators of 
Christmas and store event decorations. Working in 
close collaboration with J. T. Chord, the Penney dis- 
play manager, F. Revesz Ferryman, has modeled a 
number of holiday art pieces in striking colors. 
Among these is a church window with a center panel 
depicting children in the garb of other years grouped 
around a Christmas tree. Stars gleam in blue firma- 
ments surrounding the tree and its sister firs in flank- 
ing panels. 

A Christmas candle surmounted by a halo and 


encased in a holly wreath is another creation fitted 
for use in a number of fashions. In one arrangement, 
a pair of them are used to flank the church window 
set piece. They are also commended for pillar and 
aisle decorations. 

A circular Christmas tree cut-out inscribed in a 
wreath of holly with angular projections around the 
upper half of the perimeter is a third piece that can 
be used in a variety of ways. How this unit may be 
combined with the church window is well portrayed 
in the base of the accompanying plate of illustrations. 

The Penney units are rapidly attaining importance 
in community mercantile movements, finding good 
opportunities for boosting their stock in opening 
shows. What they are accomplishing in this direc- 
tion is revealed in a group of windows installed by 
the Parsons (Kansas) store for the window night 
celebration staged by the merchants of that city. Dis- 
play Manager D. Morning, who was a_ prominent 
figure in the movement, handled the displays and suc- 
ceeded in producing a number of pleasing apparel 
trims. Good use of fabrics, cut-outs and plaques is 
visible, and the balance and color harmony of the in- 
stallations are evident. 

LOS ANGELES DEPARTMENTAL OPENS SEASON 

F. M. Head, sales manager of the Owl Drug Co., was the 
principal speaker at the November 3 meeting of the Window 
Display Advertising Departmental of the Los Angeles Adver- 
tising Club. On the same program with him were John H. 
Southard, vice-president of Vitachrome, Inc., and Donald E. 
Forker, of the Los Angeles office of Lord & Thomas and 
Logan. 

The next meeting of the Los Angeles Advertising Ciub’s 
Window Display Departmental is Thursday evening, Decem- 
ber 1, at the Los Angeles City Club, 833 South Spring Street. 
The general subject which will be discussed by a competent 
speaker is, “Combining the Artistic and Practical in Win- 
dow Advertising.” Two other capable speakers will cover 
the sub-topics, “Are Beautiful Windows Always Profitable ?” 
and “The Necessity of an Eye to Dollars and Cents Return 
as Well as Artistic Effects.” Meetings convene promptly 
at 6:15 and the cost of the supper is $1.60. 
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PRIZE-WINNING ENTRIES IN THE JUNE HICKOK BELT WINDOW CONTEST 
Top, left, second prize for large cities’ class, M. Wolfson, Klee Bros., Chicago, Ill.; top, right, first prize, cities under 
15,000, G. D. Lovett, Ober’s, Lawrence, Kansas; upper center, left, third prize, cities of 15,000 to 50,000, Phil J. West- 
land, The Hub, Steubenville, Ohio; upper center, right, special award, C. Walter Johnson, Dickson-Ives Co., Orlando, Fla.; 
lower center, left, second prize, cities under 15,000, Gene C. Murray, Neustadt’s, LaSalle, Ill.; lower center, right, third 
prize, cities under 15,000, E. P. Lavin, Yowell-Drew Co., Orlando, Fla.; base, left, first prize, cities over 50,000, Frank Dod- 
son, Woolf Bros., Wichita, Kansas; base, right, second prize, cities of 15,000 to 50,000, Edward A. Curtis, R. M. Neustadt 

& Sons, Decatur, III. 
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~ Hickok Contest Sets New Records 


Largest Groups of Entrants in Recent Years Vie for Prizes in 
June Competition—Kieffer Wins Chief Award 


NDER the impelling force of the display 

contests which have been stazed by ihe 

Hickok Co., manufacturers of belts, 

buckles and beltograms, d splay of men’s 

belts has advanced from a crud ty of the 

most primitive sort to a height of beauty and atirac- 

tiveness that has made them rivals of far more 
colorful wares. 

I‘or several years Hickok has promoted contests 
in June and July, putting up prizes which were large 
enough to interest the rank and file of men’s apparel 
displaymen and results have been pleasing for the 
manufacturer as well as for his dealers. Specially 
built display stands, paint process panels, and many 
other dealer helps have been evolved ito add io thie 
efficiency of these windows. 

The 1927 contests were held at the usual time, 
producing a list of entries of enviable proportions. 
No longer is it necessary to pound the war drums 
long and furiously to get attention. Displaymen look 
forward to these annual competitions and give their 
best in ideas and effort to the competition. 

The list of winners in the June contest has just 
been issued, revealing among the competitors many 
of the foremost windowmen of the country. ‘The 
total of the entries showed a substantial increase over 
the number enrolled in 1926. 

Clement Kieffer, display manager for the Nlein- 
hans Co., Buffalo, N. Y., who has won many Hickok 
prizes, carried off the grand prize, and Frank Dodson, 
Woolf Bros., Wichita, Kansas; Harry G. Walker, 
Hub Clothiers, Wichita Falls, Texas, and G. D. 
Lovett, Ober’s, Lawrence, Kansas, took first prizes in 
their respective classes. 

“There is no question but that there is a growing 
interest in these contests,” says H. W. Schulze, the 
Hickok executive in charge of the competitions. 
“This proves conclusively that they not only give 





the displayman an opportunity io bring out his orig- 
inality with the possibility of winning a prize, but 
that the store proprietors, depariment buyers and 
merchandise managers are grow.ng more and more 
responsive to it because of sales increases. 

“The summer contests have struck such a respon- 
sive note that we are going to run another, the Christ- 
mas window display contest, for December. 

A broadside, containing the names of the June 
winners, also carries the terms of the contest which 
is opening. Under the rules that have been laid down 
all stores selling men’s wear are eligible to partici- 
pate, and $2,300 in prizes have been set aside for 
distribution to the successful candidates. A grand 
prize of $500 will be will be awarded the entrant pro- 
ducing the best window display in any class, and $250 
will be granted for the best interior display. To pro- 
vide safeguards for entrants from small stores, three 
classes have been established involving (1) towns of 
less than 15,000 population; (2) towns of more than 
15,000 and less than 50,000, and (3) cities of more 
than 50,000 population. Prizes of $150, $100, $50 
and $25 will be awarded in each class. The same 
classifications apply to interior trim competition, the 
prizes being $100, $50, and two prizes of $25 each. 

To enter, simply send a photograph of the Christ- 
mas Hickok window or interior display mailed flat. 
with the name of the displayman and his store on the 
back, to the Contest Editor of the Hickok Manufac- 
turing Co., Rochester, N. Y. If possible, secure sales 
figures showing the increase in sales due to the dis- 
plays and submit this data in an accompanying letter. 

The complete list of winners in the June contest 
is as follows: 

Grand prize, Clement Kieffer, Kleinhans Co., Buf- 
falo, N. Y. 

Cittes Over 50,000: First, Frank Dodson, Woolf 


(Continued on page 43) 





Two Outstanding Entries—Above, Harry G. Walker’s First Prize Window in Intermediate Cities Group; Below, Al Morton’s 
Third Prize in Large Cities Group—Each Was Executed in Three Sections 
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Hosiery Contest Inspires Novelties - 


Interest in Humming Bird and Blue Crane Prizes Brings Out a 
Wide Range of Unusual Display Creations 


WARD of prizes in the Humming Bird Hosiery 

Contest conducted by the Davenport Hosiery 

Mills, Knoxville, Tenn., has brought pleasing 

monetary rewards to twelve displaymen in 

cities ranging from less than ten thousand 

population to the largest metropolitan centers. 

Again J. B. McCann, the versatile display manager for the 

S. Kann Sons Co., of Washington, D. C., led all contestants 

in the large cities’ group, carrying off a prize of one hun- 

dred dollars as the compensation for his planning and 
initiative. 

3ut he was not a whit more fortunate than Harry E. 

Russell, of Dover, Ohio, and Martin Smith, Jr., of Battle 

Creek, who led their divisions and won prizes oi equal 
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amount. This accomplishment, made possible by classification 
of participants upon the basis of population, should prove in- 
spiring to windowmen in the small cities of the country. It 
attests the manufacturer's recognition of the necessity for 
equalizing the opportunities of the contestants by preventing 
competition between stores of unlike resources and_ sales 
volume. 

Mr. Russell captured the first prize in the class represent- 
ing stores in towns of 10,000 or less, and Mr. Smith led the 
division embracing stores in cities of more than ten thousand 
and less than fifty thousand. 

Among the winning entries were a number of novelties 
that evidenced the thought and planning which the con- 
testants had given their windows. There was the huge open 
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SOME OF THE PRIZE WINNERS—Top, left, first prize, small cities, Harry Russell, Dover, Ohio; top, right, second, 

small cities’ class, M. D. Bell, Salisbury, Mo.; center, left, first prize intermediate class, Martin Smith, Jr., Battle Creek, 

Mich.; center, right, second prize intermediate class, J. W. Hale Co., South Manchester, Conn.; base, left, first prize large 
city class, J. B. McCann, Washington, D. C.; base, right, John J. Farren, second prize, large city class. 
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Officers of the Central Illinois Association—Left to Right, E. H. Bates, President; P. L. Wertz, Vice-President; G. V. 
French, Secretary; K. W. Bailey, Treasurer 


book with a rhyming message which J. B. McCann created 
for the S. Kann Sons Co,, of Washington, D. C.: 


“When a miss to college goes, 

She must pack a lot of clothes; 

At least two dozen pairs, she knows, 
Won't be too many.” 


This catchy appeal to the fair collegian was completed 
by a showing of luggage, partly opened to reveal the choice 
array of wearables which the properly clad “co-ed” should 
take along. It was a winning combination and deserved the 
first prize in the large city class which was awarded to Mr. 
McCann. 

Not less attractive was the treasure chest upon a sandy 
beach which appeared in the window of the Sterling-Smith 
Co., Battle Creek, Mich. Here Martin Smith, Jr., the dis- 
playman in charge, had hung a painted background depict- 
ing the salt sea pounding in upon a palm-fringed shore. 
Alongside of the chest was a skeleton, the final requisite fora 
_scene suggesting the days of freebooting and buried treasure. 
The display was sure to grip the eyes of pessers and to direct 
attention to the tiny drape of hose upon the lifted top of the 
chest which proclaimed them as the object of the treasure 
hunter’s quest. 

Harry Russell's trim was less spectacular but it was sound 
from a merchandising standpoint, giving the passer a good 
idea of the range of color and composition of the featured 
hose. The runners up were equally able. M. D. Bell, winner 
of the second prize in the small cities’ group, made “Hum- 
ming Bird Week” a very real and convincing period of 
stocking promotion with a huge sign of raised letters which 
ran across his front. John J. Farren, of the Union Ory 
Goods Co., Macon, Ga., showed a saleswoman in the act of 
selling a customer and thereby won the second prize in the 
large cities’ class. The J. W. Hale Co., Manchester, Conn., 
captured second prize in the intermediate class by an attrac- 
tive display featuring “humming birds” and “dealer helps” 
and a neatly lettered placard banked in foliage announcing 
“Humming Bird-Blue Crane Week.” The complete list 
of winners is as follows: 


Population, 10,000 or Under—First prize, $100, E. Fein- 
berg & Co., Dover, Ohio, Harry E. Russell; second, $50, 
Bell Dry Goods Co., Salisbury, Mo., M. D. Bell; third, $30, 
Wright's Department Store, Idaho Falls, Idaho, A. J. Kig- 
dell; fourth, $20, Lown Dry Goods Co., Penn Yan, N. Y., 
Thos. J. Reynolds. 

Population 10,000 to 50,000—First prize, $100, Sterling- 
Smith Co., Battle Creek, Mich., Martin Smith, Jr.; second, 
$50, J. W. Hale Co., South Manchester, Conn.; third, $30, 
A. Livingston & Sons, Bloomington, Ill, Paul L. Wertz; 
fourth, $20, Rucker Dry Goods Co., Petersburg, Va. 

Population, 50,000 or more—First prize, $100. S. Kann & 
Sons Co., Washington, D. C., J. B. McCann; second, $50, 








Union Dry Goods Co., Macon, Ga., John J. Farren; third, 
$30, Goldenberg’s, Washington, D. C., Mr. Gentner; fourth, 
$20, Globe Department Store, 4257 Archer Avenue, Chicago, 





e e e . 
New Illinois Association Formed 
(Continued from page 5) 

M. R. Livingston, A. Livingston & Sons Co., and chair- 
man of the retail interests committee, [llinois Chamber of 
Commerce followed with an inspiring talk on the value of 
display as viewed by the merchant. He urged displaymen to 
visit other cities for ideas and emphasized the possibility 
of learning from small stores as well as the larger stores. 
He reviewed the great advance in window display technique 
with a noticeable increase in sales results. He cautioned 
against the overuse of decoratives because so often has the 
merchandise been lost in the background. 

Window display had but two functions, he asserted, sell- 
ing and institutional advertising, and the latter could be 
overdone. His opinion that window display’s cost was greater 
in the small city than the large city was unique, but he 
proved his point by showing that the same display would cost 
the same wherever placed, but that in the small city would 
have far less circulation, making the cost per unit of circu- 
lation considerably greater. This involved an even greater 
responsibility on the small city displayman. 

W. L. Stensgaard, president of the I. A. D. M., was given 
an ovation as he took the floor. This is his home town and 
he is proud of it because Bloomington is nationally regarded 
as the best window advertised city of its size in America. 
“The enthusiasm of this gathering,’ he said, “is but a 
counterpart of similar gatherings everywhere; old clubs being 
more active and new clubs being formed constantly.” To 
gain more respect for window display the I. A. D. M. was 
embarking on a program of investigation and _ research 
through its various newly-formed departmentals that should 
yield definite information as to the value and low cost of 
window display as a business producer. He said circulation 
data was as important in window display as in other forms 
of advertising and he hoped shortly to be able to have in- 
formation available on this important phase of display. 

Mr. Stensgaard announced for the first time that the 
I. A. D. M. was to undertake an expansion program by an 
advertising campaign in the mercantile papers that should 
increase the membership several fold. He enthusiastically 
announced that the Toronto I. A. D. M. convention was to 
outshine all predecessors and urged all to plan to attend. 

L. A. Rogers, I. A. D. M. secretary, then presented the 
association’s latest lantern slides, showing the best of the 
general types of displays. 

George V. French, advertising manager of B. & M. Store, 
Peoria, and formerly a displayman, described the various 
types of displaymen, which proved quite a treat for those 
present because of its originality and novelty. 
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Prize Winners in the “Nelly Don’ Garment Contest 





Joseph Reich, Joske 
Bros., San Antonio, 
Texas, Won the $300 
First Prize tm _ the 
Large Cities Group 
With This Springtime 
Window. 





The “Garden Party” 

Display Brought B. J. 

Ragsdale, of the An- 

dres Co., Evansville, 

Ind., the $75 Third 
Prize. 





This Characteristically 
Mackey Setting Won 
$150 and Second Place 
for John T. Mackey, 
Herpolsheimer’s, 
Grand Rapids, Mich. 
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Chicago Monthly Display Review 


Men's Wear Stores Along State Strect Echo Onward Sweep of Color 
m Smart Displays of Furnishings—Opera Season Heralded 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD 


IPPY November weather is met with warm 
woolly: wearables displayed in the shop win- 
dows. The opera season opens, which fact is 
heralded as definitely, and perhaps more effec- 
tively through the displays of evening apparel 
in the windows of the better shops than the 

press agent's publicity. 

Finchley’s opened their magnificent new shop for men 
during the last week. Their opening was heralded before- 
hand by strikingly different newspaper advertising with ample 
space accorded the ads. Similar advertisements in slightly 
less space have appeared with consistent regularity since the 
opening, featuring specifically the individual shops within 
the store. The “Boot Shop,” the “Shirt Shop” and others 
have been featured thus far. The new store building, be- 
cause of the prominence of its location and the character of 
architecture, has been, and will continue to be, an attraction 
in itself. Of English architecture and decidedly different from 
other local business structures, it seems to have brought 
something of the atmosphere of Fifth Avenue to the “Windy 
City.” 

Certainly the window displays and the character of ultra- 
smart apparel displayed reflect the tone and smartness of 
Fifth Avenue, New York. There are five show windows in 
the Finchley store, three on one side of the entrance and two 
on the other. The entrance to the upper floors of the build- 
ing is on the side where the three windows are. The win- 
dows have the appearance of recesses in the plain stone 
facade of the building, being without the usual ornamental 
metal framework. The backgrounds are of dark walnut 
panels and the floors are of the same color and material but 
of three-inch squares laid with grain alternating. The rich 
dark tones on the walnut backgrounds provide a splendid 
and permanent setting for the display of both clothing and 
furnishings. 

Each window measures approximately six feet wide by 
four and one-half feet deep. The display in each of the win- 
dows shows scrupulous taste in the selection and harmony 
of related articles and colors. Obviously style will always 
be the keynote of each and every window trim. Neither 
window cards nor price tickets are used. 

There is a window devoted to evening dress for men. 
Another window shows two tan camel hair ulsters with bright 
green hats, mufflers of brown and green and a stick. Another 
striking display is that of a pair of canary yellow silk pa- 
jamas, a canary flannel robe, pale blue slippers with canary 
trim, white silk hose with clocking of yellow and blue. In 
the same window an elaborate dressing case of dark blue 
leather and gold moire silk lining. The fittings are with gold 
and blue. 

There is a sports display in one window consisting of a 
reddish-tan cheviot suit with knickers and long trousers. The 
suit is shown on a form with a green silk attached collar 
shirt and a dark red and green figured tie. Another shirt 
form in the same trim features a jade slipon with hose to 
match nearby. Tan and white sports oxfords, ostrich skin 
belts with gold buckles, pipe, tobacco pouch and lighter. It’s 
displays of this sort that attract the attention and interest 
of men who are ordinarily careless, and cause them to think 
of apparel as a means of reflecting personality and character 
rather than merely a means of covering. 

Maurice L. Rothschild’s windows with their characteristic 
neatness in the arrangement of merchandise feature lots of 
quality merchandise, with prices, on the Jackson Boulevard 
side. The State Street stretch of windows is devoted to 
good-looking things at moderate prices, their strong points 


brought out to the fullest extent by Mr. Davis’ ability to do 
just such things. The idea of displaying high-priced over- 
coats, suits, hats and articles of furnishings is in keeping 
with some of the early season advertising done by Roths- 
child's. Back of both the windows and the advertising of 
high-grade things is a realization of the attention and interest 
which better things always draw, particularly at the begin- 
ning of the season. “Overcoats of Finest Fleeces, Tailored 
by Burberry, of London, $100 and $125,” is one of the cards 
in a large window showing three units of these fine coats. 
“Glen-Spray Overcoats Customized by Hickey-Freeman, 
$100,” is the copy on another card in the large corner win- 
dow. Among the other items appearing in this window dis- 
play are two suits of Manhattan silk pajamas priced at $35 
per suit. Some very fine beaver hats shown in shades to 
match the different overcoats are appropriate and attractive. 

The windows of The Hub, Henry C. Lytton & Sons, were 
tastily trimmed with warm-looking things harmonizing with 
the first real touch of winter weather. All of the window 
cards were done in chrome on maroon stock and supported 
by ornamental green leather frames. 

Quite a large section of the State Street frontage was 
devoted to $35 and $40 suits and overcoats with hats, gloves, 
mufflers, shoes, hose and other accessories in keeping. The 
displays in this window were arranged in related unit groups 
of orderly appearance though still affecting the generous 
assortment idea in the large window as a whole. 

Decidedly the best looking men‘s wear windows on the 
street were those of the new Baskin store, if display technique 
may be considered as an important element. Each display 
showed forethought in careful selection of styles, colors and 
related items. The detail of the work was flawless. The 
entire front gave the impression of distinctive individuality 
in treatment—something different from all the other good dis- 
plays. “Above all, there seemed to have been no effort to 
copy certain phases of other good displaymen’s work. Har- 
old F. Gale and Mr. Matthews, formerly of Marshall Field 
& Co.s’ “Store for Men,” are in charge of the windows of the 
two Baskin stores. 

At Finchley’s, The Hub, M. L. Rothschild’s and Baskin’s 
displays of evening dress clothing and furnishings were in 
evidence on account of the opening of the opera season. In 
practically all the other men’s shops, with the exception of 
those chronic sale stores, the importance of the opera was 
recognized by some sort of a display of evening wear. 

At The Fair, women’s and misses’ velvet and silk after- 
noon frocks were displayed attractively in the corner win- 
dow at Adams Street. Five modernistic wax figures were 
used here, good posing and group unit arrangement present- 
ing an interesting appearance. The new card easels of 
wrought metal with artistically fashioned legs acquired some 
time ago give dignity to the cards that was lacking when 
they were leaned against a stand placed on the floor. 

There is an interesting window of community plate silver- 
ware in which a table, set for six, and covered with lace, 
occupies the center. At the ends of the window are com- 
munity chests of different sizes, one of which contains 243 
pieces and is priced at $397.00. 

Another attractive display is that of “Stylish Coats for 
Children and Juniors,” in which five girls’ forms are used, 
each representing a different age and all wearing red coats. 
Red hats in velvet or felt are displayed on the models and 
in connection with such items as bags, handkerchiefs, gloves, 
scarfs—all in red. The coats have gray fur collars and cuffs. 

Bedell’s windows are trimmed with merchandise featured 

(Continued on page 80) 
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Elvanian Solves Auto Goods Riddle 


They Are Hard to Display, But the “Ace of Crepe” Is Keeping Pace 
IWVith the Requirements of Fifty Windows and Doing It Well 





By HARRY ROSEN 


Secretary, Philadelphia <lssociation 


UTO accessories are usually intended for utility 
rather than ornament and, despite high polish 
and nickelplate, as a class constitute difficult 
wares for display. Yet down at Philadelphia, 
Al Elvanian, display manager for the Pep Auto 
Supply Co., known as the “Pep Boys,” has won 


an enviable reputation with his accessories displays. 
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of Display Men, Philadelphia 


Mr. Elvanian, known as the “Ace of Crepe,” with the as- 
sistance of three other competent men, puts in fifty windows 
throughout the chain of stores. Crepe paper is used exclu- 
sively throughout the windows and the interior of the stores, 
and is changed on an average of every three weeks. Even 
the woodwork in general is covered with this display ma- 
terial as well as the backgrounds of the windows. An aver- 





age of ten gross of Dennison crepe 
paper rolls is used every month. 

The Pep Auto Supply Company, 
one of the largest retail auto acces- 
sory houses in the country, recently 
celebrated their sixth anniversary by 
giving the public real bargains, such 
as gasoline at five cents per gallon, 
and hundreds of other specials. This 
anniversary sale, backed by beautiful 
windows, drew thousands of people to 
their eleven stores scattered through- 
out Philadelphia, Pa., Camden, N. J., 
and Wilmington, Del. 

The company, through Adolph 
Strause, the advertising manager, does 
a great amount of newspaper advertis- 
ing. He deserves great credit for a 
catalogue which he_ recently com- 
pleted to be sent out to automobile 
owners throughout different cities and 
towns in the neighboring states. 

Moe Strause, president of the com- 
pany, is a firm believer in good win- 
dow display and newspaper advertis- 
ing. It is through these mediums that 
they do such an enormous business. 

In No. 1 window, the background 
was covered with a double slash of 
crepe paper; that is, two colors—one 
on top of another, giving it a won- 
derful color effect. It would be inter- 
esting to know that this window was 
seventeen and one-half feet long, six 
feet wide, and consumed a half-gross 
of crepe paper. A paper cutter was 
used to slash this material instead of 
scissors, saving both time and aching 
blisters. 

The sign hanging in window No. 2 
was made by Mr. Elvanian himself. 
It was made of a crepe paper puffed 
very closely and was quite a job to 
complete. Over 1,500 tacks were re- 
quired to hold the puffs together in 
this sign, which was only seven feet 
long. Hundreds of passerby were 
stopped by this dazzling display, and 
even before the window was finished, 
several items of stock were sold out 
entirely. 

(Continued on page 80) 





HERE’S HOW HE DOES IT—No. 2 

window with its intricate crepe paper 

sign is at the top. The center shows 

how Elvanian handles holiday de- 

signs; the base shows No. 1 window 

with its double slash crepe paper 
background. 
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Within the 
Reach of Alti++- 


Four reflectors of the 
same X-Ray quality that for years 
has made X-Ray Reflectors the 


other S “standard for show windows”— 

” : now at popular prices! The Jack 

of the X RAY line and Jill for 150-100 watt lamps at 

ACK™ $4.50, and the King and Queen 

for 200 watt lamps at $6.00, are 

two splendid values, and embody 

many improvements in reflector 
construction. 


Your electrical dealer has X-Ray 
Reflectors in stock. Ask for them! 


CURTIS LIGHTING, Inc. 


1119 West Jackson Boulevard 
CHICAGO 


31 W. Forty-Sixth Street 3113 W. Sixth Street 
New York Los Angeles 


GLUE ELM deeds 
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How to Correctly Light Fall Colors 
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It Must Be Remembered That Color Is Apparent, Not Physical, and 
Is Judged by an Ever-Varying Standard 


By WALTER L. WELCH 
Display Service Specialist, Syracuse, N. Y. 


HERE is undoubtedly more chance of error 
in properly determining the approximate 
value of colors than in any of the other 
factors of merchandise presentation. Even 
expert buyers, who might be expected to 

have cultivated a “color sense” far above the average, 

often err greatly in judging the proper scheme, often 
through circumstances over which they have no con- 
trol. 

To give an idea of the many difficulties that sur- 
round the use of color, it must be remembered that 
it is apparent, not physical, and is judged by an ever- 
varying standard. Even daylight varies constantly, 
both in intensity and spectral quality, while artificial 
light differs, at its best, quite materially from the 
nearest corresponding quality of daylight. Artificial 
light varies also even under conditions in which it 
would be deemed constant, due to fluctuations in volt- 
age and the age of the bulbs. 

One person will not see the same colors that others 
do, neither do the same colors appear alike to the 
same people, when the environment is changed, even 
though lighted precisely the same. Add to these facts 
the greatly diversified tastes, prejudices and emotional 
reactions of different people to colors and we can, in 
a small way, begin to comprehend why the use of color 
is difficult. 

It has long been the ambition of foremost colorists 
to have people see their creations as they themselves 
conceive them, under an ideal lighting, free from dis- 
turbing environment. Producing color fashions from 
season to season is just as much of an art as the actual 
designing of gowns, or the weaving of textiles, and 
displaymen should endeavor to make it possible to 
accurately judge each and every color displayed in 
their fashion displays. 

Shape and weave are definite. They are perceptible 
to other senses as well as the visual, but color is 
ephemereal and illusive! Particularly distressing is 
the appearance of the usual display of delicately tinted 
silks or gowns under the high intensity, white, ar- 
tificial floodlighting now prevalent, as the colors are 
often altered beyond any possible chance of recog- 
nition. As we have stated in previous articles, the use 
of abnormally high intensities of artificial light in dis- 
play work is fraught with three great dangers, namely, 
injury to the eyesight of spectators, color dilution and 
loss of perspective. Color dilution is the most aggra- 
vating factor encountered in silk displays, as the high 
sheen of this fabric reflects a large part of the light 
directed upon it, therefore causing the colors to appear 
faded, or at least many degrees lighter. than normal, 
as well as otherwise distorted. 





The writer has used colored gelatine for several 
years in rectifying the deficiencies of artificial light in 
window display work and has found it to be the logical 
medium for safeguarding the merchandise coloring, 
as it is supplied in quite a wide range of colors, which 
is as yet not true of the other mediums sold for the 
purpose. 

In addition, it is possible to obtain through a com- 
bination of these various light colors, many others, 
there being nearly five hundred secondary combina- 
tions. Needless to say, if you illuminate a given color 
with a corresponding color of light at a reasonable 
intensity, there can be no mistaking the hue viewed. 
In no other way can the shade be protected from dis- 
tortion. Of course, an artificial light may some time 
be developed that will rival daylight, perhaps the 
Neon tube or some similar device, but the incandescent 
bulb still has great possibilities, provided proper 
allowance is made for its deficiencies. 

Some may think that all color variations can be 
produced by the proper mixture of the three primary 
colors of light, but this is distinctly untrue. Yellow 
and blue, theoretically, should produce green. This is 
true of pigments, but in mixing light colors it is abso- 
lutely impossible to produce the secondary color, 
green, by combinations of the primary colors, red, 
yellow and blue. The writer has experimented exten- 
sively with a window lighting installation equipped 
with a rotary dimmer, producing changing color 
effects, and is convinced that even when using green 
and white in addition to the primary colors, it is 
virtually impossible to produce but a small portion 
of the color variations of the spectrum, at least with 
light volume enough to be practical. 

Cheney Brothers, Inc., silk manufacturers, who largely set 
the color trends for the industry, have supplied a list of 
twenty-four numbers which they are featuring for fall, and 
for which the writer has combined gelatine colors to corre- 
spond. Some colors can be adequately matched with one 
gelatine medium, but the majority require combinations of 
two light colors, as indicated by the list. These can be ob- 
tained by using two separate but adjacent reflectors of the 
same size, or by employing two pieces, one of each gelatine 
color number indicated, half the width of the color screen 
opening on one reflector. The former method is to be pre- 
ferred, as the latter sometimes causes a shading from one 
gelatine to the other. 

Caution should be observed to produce a color of light 
to match the color of the goods, and the lens type spotlight 
is to be recommended for its ability to keep the light exactly 
where wanted, although spill shields on the center spot flood- 


light reflectors will accomplish much the same result, with 
higher efficiency, but without the focusing advantage. 


In displays of widely mixed lines, color mediums corre- 
sponding to those least prominent in the merchandise and 
in the same proportion with the dominant pigments will pro- 


(Continued on page 55) 
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Distinction in Display Equipment 
1340 BROADWAY, NEW YORK 


PHONE WISCONSIN 4684 








Wrought 
Iron and 
Bronze 
Accessory 








Display accessories 
that illustrate the 
modern trend in dis- 


play. 











Artistic wrought 
iron and bronze units. 





We have some orig- 
inal Christmas novel- 
ties. Write us for 
illustrations. 








These stands are 
of hand-hammered 
Swedish iron. The 


shelves are of bronze. 





No. 585 No. 590 
Height, 50” Height, 50” 
Size of Lower Shelf, 13” x 8” Size of Lower Shelf, 13” x 8” 
Size of Top Shelf, 9” x 5” Size of Top Shelf, 9” x5” 





Price, $45.00 


Price, $45.00 
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A Voice for Your Show Window 


. 


The Display Without Sales Impelling Cards Is as Helpless as the 
Salesman Who Cannot Talk 
By L. NEMEC-NEMETHY 


Ruprechtshofen, Lower Austria 


(A Translation from ‘“‘Fensterschau und Ladenbau,” Berlin) 


OOKS and magazines alike impress upon 
the shopkeeper the fact that his windows 
constitute his most efficient and cheapest 
advertising medium. Manufacturers, 
through the tasteful presentation of their 

wares are already setting a good example; they have 
learned to value the worth of the window advertisement. 

3ut I would make a colossal blunder if I did not 
point out at the beginning that the “pretty” window is 
not always a pulling window, just as the advertising 
that the copy writer and layout man rave over is fre- 
quently found to lack pulling power. Nothing is so 
deceiving in appearance as advertising. 

The process of winning customers may be sum- 
marized as developing buying desire among potential 
buyers—not catering merely to the public’s craving for 
the spectacular—not merely attracting their attention. 
The man who undertakes an advertising program of 
any type (and this applies to window decoration) must 
be prepared to abandon all other ideas and determine 
that “I will make my windows so effective that they 
will bring an ever-increasing flow of customers into my 
store or will make my goods so attractive that they will 
arouse keen desire.” 

Now I know, however, from experience, that most 
merchants, including those who are earnestly interested 
in advertising, have not properly appraised the opportu- 
nities that the window provides and lack a clear estimate 
of the gain that may be derived from a full realization of 
its values. In this manner they overlook the fact that only 
a slight distance separates success from failure in any 
business effort. The basic reason that some advertising 
is unprofiatble is that, -despite interesting and effective 
use of the subject-matter, the primary objective of the 
advertising—inspiring the public with the desire to buy 
—is too little observed. 

For instance, does the laugh-producing comic figure, 
often produced in the window, create the buying im- 
pulse in spectators drawn to the display by curiosity, or 
does it divert attention from the merchandise? I am 
convinced that the latter is the case when the figure 
does not decisively command attention as the direct 
objective of the display, but serves merely as an attrac- 
tion device. The artistic window may fall under the 
same condemnation. The resourceful displayman often 
creates astonishingly beautiful settings, the passers mar- 
vel at the artistic effects, crowds throng about his win- 
dows, but it is only a triumph for the displayman and 
not for the tills of the merchant. The most beautiful 
settings fail in their purpose—winning patrons and 
making sales—when they permit the viewer to leave the 
window without feeling an urge to buy the featured 
goods. 


There is a medium that the merchant can use with 
full assurance that, no matter whether his windows are 
ornate or simple, viewers will receive such an inspira- 
tion. And, strangely enough, this medium is overlooked 
by a great many tradesmen. I mean the skillfully exe- 
cuted and sales-impelling show card, both in the win- 
dow and in the store itself. I have had excellent results 
with the type of window that I term “talking displays,” 
in which carefully phrased cards are employed. 

The difference between a window without such 
cards and one in which they are used is the difference 
between a salesman who cannot talk and one who is 
ready of speech. When a window is without this type 
of card is so skillfully designed that observers confess 
that “it speaks for itself,” it lacks the message that will 
swing the thoughts of the passer in the direction that the 
shopkeeper desires. 

What manufacturer has not observed that passers 
often drift back and forth between the windows of 
competitive dealers. A few words constitute the means 
of shaping their decision as to where to buy. The 
“vocal display” can here produce many benefits. 


Many window shoppers have the custom of scatter- 
ing their purchases among a number of shops—‘shop- 
ping around”—before buying. To win their custom for 
his goods the merchant cannot depend entirely upon 
presentation in the window, as his competitor, perhaps, 
will have the same goods on display. The “vocal dis- 
play,” in such instances, serves as the best means of 
assuring the passer that he can get the values he seeks 
inside. 

Where the difference in quality of goods of similar 
appearance is involved, difference in price is an issue 
of importance. Houses that carry the better grades 
and decline to meet competition prices can use the 
“Vocal Display” idea effectively to acquaint their 
patrons with the reasons for the higher price if it is not 
apparent that the house is simply exacting “dearer” 
prices for its wares, rather than selling better goods at 
a higher price. 

Against the employment of correctly phrased and 
properly placed ‘“‘vocal displays” there can be no sound 
argument. The advantages which they bring to the 
merchant are very tangible, as may be noted through 
observation. 

The “vocal display” works tirelessly, conveying its 
message to every passer; it is a silent and yet eloquent 
coworker of every storekeeper, serving him with a zeal 
that may be employed in manifold ways. 

Every change of window calls for new phrasing, 
and, wherever possible, new designs for the “vocal 
cards.” The slight additional labor which their prepa- 

(Continued on page 49) ° 














November, 1927 THE DISPLAY WORLD 21 


KoesterGraduatesW in Another 
1927 Window Contest 
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First Prize Window by Leslie D. Slack 
Wursburg Dry Goods Co., Grand Rapids, Mich. 


The American Doll Mfg. Assn. held a National Window Display Contest on Children’s Day, 
June 18, 1927. Koester students won both First and Second Prizes. Three won prizes in the 
fifth class and one won a special award. They are as follows: 


First Prize—Leslie D. Slack, Wurzburg D. G. Co., Grand Rapids, Mich. 
Second Prize—W. Bartikoski, First St. Dept. Store, Duluth, Minnesota. 


Fifth Prize—Theo. Schloerb, Henderson-Hoyt Co., Oshkosh, Wisconsin. 
—John T. Mackey, Herpolsheimer Co., Grand Rapids, Mich. 
—C. E. Duff, Wm. Erlanger Co., East Liverpool, Ohio 


Special Award—E. P. Lavin, Yowell-Drew Co., Orlando, Fla. 


This consistent winning of Window Display Contests by Koester Graduates is most conclu- 
sive evidence of the value of Koester Training. 


The Better Your Work ---The Better Your Pay 


Our literature tells you all about it. Write us today. 


THE KOESTER SCHOOL **&.2" 
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Openings Reveal Modern Art Trend 


Naturalism in Display Design Not Seriously Threatened But Influence 
of the New School Permeates Wide Area 


HILE the autumn of 1927 has passed into his- 
tory, there 1s much to be gained trom a survey 
of the display innovations which gave to the 
opening windows of the period a character and 
zest seldom attained in earlier events. The fall 
of 1927 marked general acceptance of modern 

art as an accessory of window decoration. It saw introduc- 
tion of this new mode of expression in stores at far-flung 
intervals across the continent. New York, already committed 
to this new conception of form and balance, found com- 
petition in the efforts of windowmen in Missouri and Okla- 
homa, in Washington and California. And even in those 
cities where the displayman held staunchly to older and 
more familiar colorings and arrangement, its influence could 
be seen. 

Certainly no one could find any warrant for labeling A. 
V. Fraser’s majestic opening windows at Marshall Field as 
modernistic, yet the triangular splotches of color which were 
so artfully blended in the beautiful backgrounds of their 
windows told of the trend toward the angular form and 
balance, which is the most pronounced feature of modern art. 
Egyptian though these decorations may have been, there was 
just enought of the exotic and the angular about them to 
suggest graceful yielding to the rising tide of modernism. 
Chicago saw evidence of the same acquiescence in the Man- 
del displays, where angles and diagonal bars traversed back- 
grounds, unique because of the eccentric motifs in evidence 
everywhere. Pegasus, winged steed of Greek mythology, 
this mount might have been save for the lack of wings, but 
everywhere the spectator glanced, save in the mirror center- 
pieces, he saw paintings of a galloping horse akin to none 
of the breeds now favored, an equine entity existing only in 
the imagery of Mandel artists. 

Above State Street at intervals were many other instances 
of the onward sweep of expressionistic depiction, nor was 
the great metropolis of the Middle West without company. 
In St. Louis, a group of magnificent windows produced by 
H. H. Tarrasch, display manager for the Stix, Baer & Fuller 








Co., gave full-throated expression to modernism. One of 
the most impressive of these shows a unicorn, rampant, 
as the principal decorative of the background. Another 
presents a fabric background of three overlapped curtains, 
stretched taut, one dark fabric punctuated by perpendicular 
hangings of bright cloth which fell down over a brighter 
curtain, sloped like a right-angled triangle, whose upper 
corner was swept by a rainbow colored succession of crescents. 
A slashing angle of light colored fabric proceeding from 
the opposite side cut into the third curtain tapering down 
into a rich, darker border. Other designs revealed exotic 
flowers of huge proportions dominating the backgrounds. 

In Oklahoma City, E. H. Lisle, of the McEwen-Halliburton 
Co., introduced modernism into a succession of screens in 
which angular frames were prominent. Choosing subjects 
that were familiar to his audience, in one window he showed 
a 1927 girl with a greyhound in leash on promenade. Rays 
sweeping down from the top of the screen’s central panel 
enveloped her in a sunny radiance in which a variety of 
shades, of the dominant color, were blended. In another a 
comely girl in a riding habit gave zest to a display bearing 
upon a State Fair event. 

But it would require extreme hardihood to infer naturalism 
had been severely challenged. In the majority of American 
windows, fall was ushered in with spectacles that adhered 
to the old order. Feminine pulchitrude as presented in the 
wax and papier mache figures of American and foreign 
manufacturers had full play; beauty was emphasized and 
exploited fully in support of the creations of fashion which 
they presented. 

Battle Creek, Mich., was one of the typical American 
cities which made the fall opening a community holiday. 
The same annual “Window Night” was held on September 
15, and its success was proven by the fact that in a town of 
50,000, approximately 20,000 people came and viewed the 
windows on Main Street, where traffic of all kinds was pro- 
hibited the entire length of the business section during the 
evening. All of the windows were kept covered until 7 :30, 





A Unit of the Modern Art Displays by H. H. Tarrasch Featuring the Stix-Baer-Fuller Opening at St. Louis 
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“Natural” Figures and a Modern Art Screen Blend Both Forms of Expression in E. H. Lisle’s Opening Win- 
dows for the McEwen-Halliburton Co., Oklahoma City 


when the explosion of bombs announced their unshrouding. 

The semi-annual event was started last March and is 
sponsored by the Merchants’ Association of Battle Creek. 
Five competent judges are chosen from out of town, to select 
the best decorated fronts in each of seven groups. In addi- 
tion, there is a large perpetual silver trophy for the best 
decorated front in town. The L. W. Robinson Co., with J. 
Hoogerhyde as display manager, has won this sweepstake 
prize both times is has been up. 

The backgrounds in all of the Robinson windows were 
uniform, black velour drapes serving as the body, in front 
of which were silk plush drapes. The centerpieces were white 
with large peacock wall pockets finished in fall shades of 
greens and reds. On each side of the white was a strip of 
pistachio green, and the outer pieces were “vampire” red. 
The bottoms of the drapes were finished with six-inch gold 
braid. When viewed as a whole, the store front presented 
a very striking appearance. 

Winner of Class B, which included specialty stores, was 
the Butcher-Roberts store. The curtains were of royal blue 
velour, the cords and tassels of gold, and the plaques were 
in oil colors. The floor blocks were of two tones of tan. 

In his hat display, Display Manager R. A. Minear matched 
gloves and scarfs with the hats and used sprays of autumn 
colors. The window card read: “Fall Opening, Stetson Hats, 
Newest Styles and Approved Shapes—$8.00.” 

In his clothing display he used two different shades of 
tan suits with accessories to match. The hats in the center 
were tan, and vase of black and gold with yellow flowers 
added just enough color to make a very pleasing center unit. 
The window card read: “Fall Open- 


breath of fall to hundreds of Torrington, Conn., folks, who 
viewed the style pageant on September 27 sponsored by the 
W. W. Mertz Co., under the direction of A. W. Coates, pub- 
licity sales manager. 

Emerging from a large black and gold “Book of Fall 
Fashions,” which was illuminated with colored lighting effect, 
the models promenaded across the stage and slowly marched 
down a forty-foot runway, which was brilliantly lighted. 

This book was eight feet high, six feet wide and about 
two feet thick. It was lined with black felt paper, while the 
outside cover was covered with gold. The composition of 
the book was wallboard, on a wood frame, and it was so 
constructed that the models entered through an opening in 
the rear which closed with a black curtain and were let out 
through the cover, which was opened by a colored boy in 
full dress suit. 

There were four shows, the two in the afternoon starting 
at 2:30 and 4:00 p.m., and there were 300 people at each 
showing. The two shows in the evening were at 7:15 and 
8:45, with 600 people at each show, yielding a contact with 
1,800 people and interesting them in style. 

The Parsons (Kansas) window show proved one of the 
most successful in the city’s history and recorded the satis- 
factory result of a stupendous effort on the part of the mer- 
chants. 

“The merchants were very well pleased with the local 
displaymen’s efforts and bigger and better events are planned 
for Christmas and our Spring Opening,” says D. Morning, 
display manager for the Parsons unit of the J. C. Penney 
Co. chain, who took a prominent part. 





ing, Learbury’s Tiger Stripes, Ap- 
proved by the Butcher Shop.” 
“Window Night” in Birmingham, 
Ala., was called “The Fall Fashion 
Festival and Style Show.” It was 
sponsored by the Birmingham Post. 
Streets were roped off to all 
vehicular traffic and thousands of 
people thronged the downtown streets 
to view the display. The stores were 
divided into five classes—the depart- 
ment stores, ladies’ ready-to-wear 
specialty shops, men’s _ specialty 
shops, furniture stores and miscel- 
laneous. A silver loving cup was 
given to the best window in each 
class, E. H. Furnam, display man- 
ager for Caheen Bros., winning the 
cup for the department store class. 
Fashion exquisite and ornate with 
conventional splendor brought the 
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Figures, Drapes and Panels Show the Influence of Modernism in This Opening 
Display by A. A. Matzer, Columbus, Ohio 
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Proof That Shoes Can Be Dramatized 


Recent Displays Which Disclose the Possibilities of Footwear When 
the Imagination of the Windowman Is Brought Into Full Play 


HERE IS CONTRAST WITH A VENGEANCE-—At the top is the futuristic creation 
of Lenore Studios for Macy’s, New York; below, Everett Quintrell, of Elder’s, Dayton, 
Ohio, offers a trio of displays booming a special sale and store prestige simultaneously. 





OLD and silver and 

a delightful shade 

of apple green, 

blended in the col- 

oring of an unusual 

display setting, captured the at- 

tention of thousands of passers 

along the Broadway front of the 

R. H. Macy Co. when this great 

New York department store 

used it for a showing of foot- 
wear early in October. 

Sombre hangings in the back- 
ground brought out the con- 
trasting shades, the delicacy and 
artistic qualities of this extra- 
ordinary example of modernist 
art. It was a departure from 
the customary backgrounds. The 
shoes were on display against 
it; they were used on its numer- 
ous stands and_ shelves, and 
through the displayman’s careful 
choice of leathers were blended 
into the spectacle it afforded. 

Fashioned by the Lenore 
Studios, the display was sched- 
uled for a three-days’ showing, 
but its attractiveness and the 
tended it extended the showing 
widespread interest which at- 
throughout the entire week. In- 
direct lighting effects which 
brought out its luminous shades 
were largely responsible for its 
success. 

There is much rivalry over 
shoe windows among the New 
York display managers, and it 
is resulting in the production of 
strikingly unusual devices that 
are going far toward changing 
the type of arrangement to 
which most of the shoe win- 
dows are still committed. At. 
the same time that Macy’s were 
showing a Lenore creation, Dis- 
play Manager Briggs had on 
view at Stern Bros. a stand of 
unusual proportions gilded with 
silver leaf and shown against a 
great triangular screen of blue 
velour, filling practically the 
entire window. 

Metropolitan New York 
teems with popular price shoe 
stores, most of them specializing 
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on five-dollar goods. For good measure a number of 

four-dollar houses vie with them, and the competition is 

keen. Most of these organizations appreciate the value No W dis D | a y 

of attention-arresting displays, and arrange to include a ? 

striking panel or screen in each arcade window. While ian 

the actual trimming is done in many instances by store eri shables 

displaymen, display service houses furnish most of the p 

embellishing features. : F 
Opening of the autumn buying campaigns saw the W 1 th ou t S D Ol la g e 

Elder & Johnston Co., Dayton, Ohio, celebrating Fall 

Shoe Week with seven huge displays devoted to the 


event. Everett Quintrell, the display manager, worked ERE are life-like reproductions so 
up a series depicting episodes in purchasing which re- skilfully produced, = naturally 
vealed the company’s capacity for service. Beginning finished—they defy detection. Use them 


to help create realistic window displays. 
Color-fast and heat-resisting, they are 
not ordinary wax dummies. 


with the fair patron’s entry into the store and her trip 
up the elevator to the shoe department, the windows de- 
tailed each successive step until she got her purchase 


home. In the first window the passer saw the girl Food products of every nature faithfully 
about to enter the “Elder Fashion Rite Store,” a street imitated. Let us help you in your plan 


scene showing two store windows and an entrance. 
Pleasing shoe trims appeared in each of these dummy 
displays, and the doors in the setting would have done 
credit to any establishment. 

The next scene showed her about to enter the ele- 
vator on her way to the shoe department. A white 
smocked attendant had opened the doors to the carriage 


to display your products adequately. 





Raw or Cooked Meats 


and was standing in the passageway. An oval card If you are producing or selling the delicatessen or 
placed in front of her emphasized the stability of Elder's the butcher. these lifelike reproductions of meat 


2 js : j products will help build sales right through summer 
service. -\t right and left, on wrought iron tables and 


standard metal stands, were light trims of footwear. 

In a third scene, the patron had concluded her pur- 
chase and the salesman was handing her the package. 
At the left, behind him, was a tier of shelves filled with 
shoes, and a few of the boxes had been pulled out half- 
way. serving as supports for a style of shoe indicated Dairy Products 
by a show card placed in the left foreground. Again Here egnie lidelike sescetaitions: tenet. custome 
the oval center placard had been used, “Courtesy” con- threugh geek Gieglay ant save Gis spoilage coat 
stituiting its theme. 

The final window showed the patron after her return Se 
to her home. She had put on one of the shoes and was ™ 
admiring it. Beside her was a shoe horn and a sales 
check. A telephone, within reach, inferred that she 
was about to call a friend and tell her of the shopping 








trip. = 
These windows made a lasting impression upon Specialties 
Dayton < ighboring ms, ¢ C ti eing dis- Cafeterias, restaurants, ice box manufacturers and 
ayt ind neighboring tow ns, and are st ll being dis Ce: eS ee 
cussed. Shoe merchants and window trimmers for miles wide range of food products of every type and de- 
| t t t of the: tes 3 t tl | t scripticn to help create quick selling displays. 
about went out of their way to inspect them, and patrons The Atteatethnen stone Adee ane tak tee 00 Mn 
voiced their approval in a volume of sales that proved 150 stock food displays. Write for free sample, infor- 


ae mation and prices. Address: 
amply satisfactory to the shoe department. 


ONLI-WA FURNISHED THE FIXTURES THE REPRODUCTIONS COMPANY 


f ; wares seecivan ¢ avor’s Tine Stree 
, At the recent grand opening of Mayor's, \V ine Street, 46 CORNHILL, BOSTON, MASS. 
Cincinnati, reputed to be America’s most beautiful credit 





siewelry ctore attenti ities . a ne) none > 2 - 

jewelry store, attention was drawn to the exquisite fixtures Mail this coupon today! 

of combined wrought iron and wood, which were furnished eee eR rt 

by the Onli-Way Fixture Company, of Dayton, Ohio. REPRODUCTIONS COMPANY, FREE SAMPLE OFFER 
A feature of the opening was the exhibit of the Russian 46 Cornhill, Boston, Mass. 

emerald crown, now the property of an American syndicate. Please send me prices and literature of your reproductions. 


The crown contains 850 karats of emeralds and is encrusted I am particularly interested in 


with diamonds, valuation being placed at $1,000,000, 42 Boece eee e cece cece eee ee ees Ee Se ee ey 


CHARLES LEAVES SILVESTRI COMPANY Seca Seen Rar ae send me a free sample of what 
Ned Silvestri has purchased the interests of Fred W. 

Charles in the Silvestri Art Mfg. Company, Chicago. As a 

result, Mr. Charles leaves the company, being no longer [ACCC TC EE DOS CERES Na ee 

identified with it in any capacity. 





ASR Gas doce dkeasenesadeetins ae er ; : 3h waa 
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As She Sees the Grocery Window 


An Analysis of the Impressions Derived by the Average Woman 
From National Advertisers’ Material in New York Displays 


By ELSIE RUSHMORE 
Erwin-Wasey Co., New York City 


(From an Address to the Window Display Advertising Association Convention) 


RANTED that I could hit upon a definition of 
the “average woman” that every one would 
agree to (a very unlikely event), how am I to 
find out what she thinks about the display of 
nationally advertised products? I am reminded, 
with a sinking heart, of Mark Twain’s famous 

remark about learning to be a pilot on the Mississippi River. 
He said after he once tried it he came to the conclusion that, 
if he knew enough to be a pilot, he would know enough to 
raise the dead, and then he wouldn’t have to be a pilot. And 
I am sure that a group of advertising men would willingly 
grant that if I knew enough to tell you what the average 
woman thinks about anything I would certainly know enough 
to raise the dead. 

It occurred to me, however, in this dilemma that there are 
a group of things that most women would agree upon with- 
out any great divergence of opinion, and most men as well, 
for that matter. ~If you were to offer, for example, a very 
poor cup of tepid, bitter coffee to a hundred women there is 
little doubt that they would show small enthusiasm for it, 
and if you offered each of the same group a plate of steaming 
hot cakes done to a turn it is probable that they would be 
pretty well agreed in what they felt and did. 

So I decided that I would confine my researches to one 
class of display—the grocery field—and see if national display 
material in grocery windows on the whole belongs to the class 
of things that would probably attract the average -woman, or 
the reverse. 

With this question in mind, and knowing that with the best 
will in the world I could only cover a small area, I decided 
to check up one hundred grocery windows in New York City. 
These stores were in the following districts: Brooklyn Heights, 
upper Broadway between 116th and 72nd Street, Chelsea, 
Greenwich Village, Harlem, and second and Third Avenue 
between the Forties and Fifties. 

The stores were classified as follows: Class A, large elabo- 
rate provision store, such as Charles’; Class B, a first-class, 
well-run neighborhood store; Class C, a fairly good neighbor- 
hood store; and Class D, a slip-shod, ill-managed, dirty neigh- 
borhood store. The check-up covered four Class A stores, 
seventy Class B stores, nineteen Class C stores and seven 
Class D stores. All stores in the neighborhoods visited were 
checked. Fifty-seven per cent were chain stores, most of them 
in the Class B group. A few were in Class C. 

I will now give you the results of this check-up, and you 
can easily figure out for yourselves what the average woman 
probably thinks about window display material of nationally 
advertised products in the grocery field in this district. It 
should be remembered that this check-up covers display ma- 
terial only, not display of the merchandise itself. 

Question 1: Is the window worth looking at (i. e., is it 
clean, at least moderately interesting, and not crowded) ? 
Yes, 82 stores; no, 28 stores. 

Question 2: What is featured in the window? Price in 77 
stores, fruit and vegetables in 24 stores. This means, of 
course, that several stores combined both features. One store 
also featured bacon and ham (branded), one store featured 
bread (unbranded loaves), one store featured eggs, and a few 
featured preserves, cheese, olives, etc. 

Question 3: Does the window feature such display material 
as posters, stickers, cut-outs, etc.? Yes, 28 stores; no, 72 
stores. Only three stores were found in which the entire 
window was given over to the display of one product, com- 
bined with posters, etc., advertising that product. 

Question 4: What kind of stores were the twenty-eight in 
which display material was found? Class A, none; Ciass B, 


10; Class C, 11; Class D, 7. In other words, display material 
in a typical group of grocery stores in the metropolitan district 
would seem to tend to gravitate to the cheap, slip-shod type 
of neighborhood stores, since eighteen of these twenty-eight 
stores (64 per cent) were in the C and D Classes. 

I will leave you to figure out for yourselves what, under 
these circumstances, the average woman would be likely to 
think while I turn to a more cheerful aspect of the question. 

It is a striking fact that in 83 per cent of the stores visited 
the display was clean and worth more than a passing glance. 
This is especially striking when it is remembered that this 
display consists in nearly every case of nationally advertised 
products. I do not think I saw a single first-class window in 
which some package familiar through advertising did not have 
some place, and usually a prominent place. 

Turning this over in my mind, I next went down town and 
had an interview with the editor of a grocer’s trade journal 
to see if this paper had made any study of ideal methods of 
display in the grocer’s window and store of nationally adver- 
tised goods. I found that they had done just that thing, and 
that the result was a most interesing model of a grocery store 
in which display—and this is most significant for our purpose 
—consisted solely in the display of merchandise on the shelves, 
on stands and in the window, with price tags in a few cases 
for information or news value. Not an inch was left in this 
model grocery store for ordinary display material such as 
posters, cut-outs, stickers, etc. 

Visiting Macy’s grocery department on the way back to 
the office, I found exactly the same state of affairs. And 
Macy’s probably does a larger volume of business for its floor 
space than any grocery store in the city. This is a pure guess, 
of course, but probably a correct one. 

Let us stop for a moment at this point and check over 
what the facts which we have found would seem to indicate, 
and see where they are leading us: 

1. Nationally advertised merchandise was found displayed 
in practically all the stores checked. 

2. Display material was found only in 28 per cent of the 
stores checked, and 64 per cent of these twenty-eight stores 
were decidedly second-rate or less in their general appearance. 

3. It is beginning to be accepted in the grocery field that 
merchandise itself is the best display, and tells its own story. 





INSTRUCT UNITED’S DEALERS IN DISPLAY 


An inter-corporation window display event that was tied 
in very cleverly with a sales promotion campaign was con- 
ducted by the United Cigar Stores Co. at the Waldorf- 
Astoria Hotel during the latter part of October. This fea- 
ture took place especially for the 1,800 outside agency stores 
holding contracts to be supplied through the United Co. 
About twenty master window displays containing every ac- 
cessory, such as backgrounds, fabrics and correct lighting 
equipment, depicted actual store windows in which merchan- 
dise such as cigars, cigarettes, pipes, confectionery, cos- 
metics, safety razors and the kindred products sold, were in- 
dividually displayed. During the event a record-breaking 
number of orders for holiday and seasonable goods were 
booked with these dealers. It has been definitely established 
that the merchant is placed in a much more favorable frame 
of mind for buying than when visiting the old-style ware- 
house office. Many dealers came from distant points to 
absorb window display merchandising ideas at the invitation 
of the company. It was the third annual event of this nature, 
and officials in charge state that the idea has grown larger 
and larger with each succeeding year. 
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z ef Chicago affords the most complete Display Equipment and Decoration Market in the 

== | ' World—Time and money may be saved, and the best that decorative genius creates car 
jae ' | be obtained in Chicago at prices that can not be duplicated—quality considered 
z* = 
== THE ADLER-JONES CO. INTERNATIONAL REGISTER CO. 
649 S. Wells Street 13 South Throop Street 
Artificial Flowers—Decorations “CUTAWL” Decorative Cutter 
» ¥ THE BODINE-SPANJER-JANES CO. THE KOESTER SCHOOL 


m 1160 Chatham Court 


314 S. Franklin Street 
= Distinctive Display Decorations 


Display and Card Writing Instruction 





BOTANICAL DECORATING CoO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


PAASCHE AIR BRUSH CO. 


1902 Diversey Parkway 
Air Brushes and Accessories 


CHICAGO CARD BOARD CO. REFLECTOR & ILLUMINATING CO. 
666 Washington Blvd. 1417 West Jackson Blvd. 


Art Poster Card and Mat Board Lighting Equipment for Show Windows 





CURTIS LIGHTING, INC. SCHACK ARTIFICIAL FLOWER CO 
1119 W. Jackson Blvd. 134-140 North Robey Street 
Complete Equipment for Lighting Effects Window and Interior Decorations 
THE D. J. HEAGANY MFG. CO. SILVESTRI ART MFG. CO., INC. 
1123 W. Washington Blvd. 1035 Orleans Street 
Metal Display Fixtures and Card Holders Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Co 
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Installation Men Meeting the Issue 


Advertisers 
Resolutions at W. 


HE installation session of the Window Display 
Advertising Association was called to order 
promptly at nine o'clock, with an unusual and 
representative attendance representing the dis- 
play installation business in various parts of the 
country. It is interesting to note that repre- 

sentatives were present from fifteen different states. 

The meeting at the outset got right at the heart of the 
problems of the business, and the enthusiasm, sincerity and 
frankness of the discussions were particularly outstanding ; 
in fact, never before in the history of the display service 
business has there been a meeting of its members that re- 
sulted in as much good for all concerned. 

Chairman Kaplan opened the meeting by reading the 
bulletin of the Window Display Advertising Association, 
dated July 15, 1927, wherein the installation business was 
discussed and several recommendations made. After the 
reading of this bulletin, Harold Owen, of the Kress & Owen 
Company, makers of Glyco-Thymoline, an invited guest, was 
called upon to give a few remarks regarding his experiences 
with window displays, particularly in the eastern market. 
Mr. Owen dwelt upon the free goods problem and how it 
was acting as a boomerang to the advertiser resulting in 
many sharp practices attributed to the display service firms, 
but for which the druggist himself was really responsible. 
It was, indeed, flattering to the installation session for Mr. 
Owen at the conclusion of his remarks to be able to give the 
display service firms a clean bill of health. notwithstanding 
the growing “free goods evil” of which he complained. 

The meeting then proceeded with a general discussion of 
the problem presented in the W. D. A. A. Bulletin, men- 
tioned above, wherein it seemed to be imperative that all 
window display installations remain on display for a period 
of not less than one week. The matter certainly was given 
general discussion, most of the members present  partici- 
pating, with the result that a committee was appointed to 
drait a resolution which would establish a standard of prac- 
tice for all display service firms to follow and which would 
have an immediate effect in securing for advertisers an as- 
surance that every display installed through reputable dis- 
play service firms would be sure to receive an adequate show- 
ing. The committee presented the following resolution: 

WHEREAS, we are interested in the continued development and 
expansion of the display installation business, and realizing the neces- 
sity of insuring to the advertiser an adequate showing for every dis- 
play installed. 

BE IT RESOLVED, as an accepted standard of practice, that every 
dispiay installation carry a label giving the date on which said dis- 
play was installed, and that it be the strict understanding that all 
displays remain in the dealer’s window for not less than a period of 


one Ww 


eek. 
BE IT FURTHER RESOLVED, that this label read as follows: 





THIS DISPLAY INSTALLED 
Date 43h ee 


and Shall Remain on Display for a 
Period of Not Less than 
One Week 


WINDOW DISPLAY 
ADV. ASSOCIATION 


| | 











And that the Window Display Advertising Association formally adopt 
this suggestion and recommend its enforcement in all display channels. 

BE IT FURTHER RESOLVED, that the recommendation be made 
to all display producers that this label be imprinted on the reverse 
side of all display material, as this will materially facilitate the carry- 
ing out of this innovation 

BE IT FURTHER RESOLV ED, that all display service firms 
throughout the country be informed by the W. D. A. A. of this resolu- 
tion and to urge its immediate acceptance. 

BE IT FURTHER RESOLVED, that all advertisers be sent a copy 
of this resolution. so that their full cooperation may be obtained, first, 
in specifying to the lithographers that the imprint be placed on his 
display material; secondly, that contracts placed with display service 


Charge That Showings Cannot Be Protected Inspires 
A. A. Departmental to Cover Situation 


firms include a clause demanding the use of the label; and thirdly, 
waere the advertising is usirg hs own displays crews that they them- 
selves also carry out this recommendation. 

The above resolution was adopted without a ‘dissenting 
vote and it seemed to be the consensus of opinion that it 
would result in clearing up a situation which had been more 
or less overemphasized by the advertiser. 

The committee then proceeded with a discussion of the 
clearing house idea, this being a recommendation appearing 
in the W. D. A. A. Bulletin of July 15, and which presented 
the thought that if all the display service firms in a certain 
community would cooperate they could so schedule their 
work whereby an advertiser would be assured of the installa- 
tion of his displays when scheduled. This also resulted in a 
free-for-all discussion. with the final conclusion that the 
label proposition previously adopted would solve, to a great 
extent, the difficulties complained of and that the clearing 
house idea was far in advance of the window display busi- 
ness as it was organized today. 

The meeting then proceeded with a discussion of the 
“free goods evil” and resulted in the following resolution, 
which was unanimously adopted: 


WHEREAS, the ‘ Free Goods Evil’ has become a more serious 
prob ylem, bec: 1use it encourages the retailer to put his windows on the 

‘auction block.’ making the booking of windows on the merit of the 
display almost impossible; and 


WHEREAS, the free goods become the sole incentive for the use 
of the window. resulting in no display or merchandising cgoperation— 

BE IT RESOLVED, that the advertiser discourage as much as pos- 
sible the giving of free goods or cash payments for window display 
space. 

The subject of the salvage of display material was then 
introduced and the discussion showed that salvaging is not 
possible except at tremendous cost and without any benefit 
to the advertiser. The meeting went on record on this 
subject by unanimously adopting the following resolution: 


WHEREAS, the salvaging of window display material has been 
found impractical both from the standpoint of the national advertiser 
and the display installation firm, 

BE IT RESOLVED, that advertisers consider the discontinuance of 
this clause in their installation contracts. 

The meeting proceeded with a general discussion of the 
entire display service business and it was the opinion of all 
those present that many of the complaints that are being 
made by advertisers regarding the handling of their window 
displays by display service firms is, after all, not the result 
of unsatisfactory service on the part of the display service 
firms themselves, but the result of practices which the drug- 
gist himself is entirely responsible for. In fact, the situation 
has become such in many localities that the display service 
firms of their own account have found it necessary to main- 
tain a druggists’ blacklist, by which we mean that the dis- 
play service firms will not install displays for those par- 
ticular druggists under any condition. 

The session closed with the thought that the installation 
men should endeavor to give and obtain cooperation from 
the executive office of the Window Display Advertising Asso- 
ciation. 





DONNELLEY OFFICES OPENED IN CHICAGO 


The Reuben H. Donnelley Corporation, publishers and 
distributors of the New York and Chicago telephone direc- 
tories for over a quarter of a century, have been serving 
national advertisers in the capacity of installing window dis- 
plays in New York, Philadelphia and surrounding territory. 
This service has now been installed in their Chicago office, 
which enables them to serve their patrons efficiently in the 
three major cities, and, needless to say, it is the largest in- 
dividual window display installation organization in the 
United States. 
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The above close-up shows details of the remarkable series of decorative panels cut out of wallboard with the Cutawl by 
J.S. Clark, Display Manager, Dancer-Brogan Company, Lansing, Michigan. (See illustration of the entire store front below.) 


When an entire Store Front like this can be 


artistically Improved with Cutawl Work — 
Think of its Vast Possibilities in Window Backgrounds 


“The Cutawl Machine, without a doubt, is the greatest boon to the modern display department 
ever invented. 


“The work just completed, as shown in the photos, was all done with this machine on wallboard. 
The patterns and cutouts were all done in our own Display Department with 


THE INTERNATIONAL 


 CUTAWL 














“This particular display was made up in 42 sec- 
tions, 7 feet high and 18 inches wide, making alto- 
gether around 1,000 square feet, filling up a space 
which was always bare but yet not shutting out too 
much light. You will also notice we worked in 
‘D’-‘B,’ the firm name. 


“I certainly stand ready at any time to recom- 
mend the ‘Cutawl’ to anyone who has never tried 
to use one. 

“With best wishes for its continued success, I 
remain, J. S. Clark, Display Manager, “ancer- 
Brogan Co., Lansing, Mich.” 


Display Men Are Invited to Use the Cutawl on Trial 


Nothing that can be said or written can so surely, quickly and convincingly prove the extraordinary 
time and labor-saving value of the CUTAWL as will a simple trial of the machine. To this end we invite 
Display Men everywhere to avail themselves of our 15 Day Free Trial Offer. Write today. We shall be 


glad to send full particulars by return mail. 


THE INTERNATIONAL REGISTER COMPANY 
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How the Patch Poster Was Created 


Cora Scovil’s Initial Attempt at Popular New Medium of Depiction 
Was Inspired by a Momentary Lack of Usual Materials 


By ELINOR ENGLISH 
Francis Marquis Co., New York City 


ECESSITY is not 
the only mother of 
invention. Accident 
often plays an im- 
portant parental 

role also. Marooned in _ her 
home by a severe storm, Cora 
Scovil thought to amuse herself 
by making a theatre poster for 
an actor friend of the family. 
She found herself without card- 
board and couldn’t buy any 
within a reasonable radius. Sud- 
denly she was seized with the 
glorious idea of creating the 
poster out of some left-over 
war-work canvas, eked out with 
pieces from the household scrap- 
bag. She grasped scissors, 
needle and thimble in lieu of the customary crayon and 
paint brush and went feverishly to work. 

The resulting poster was finished and despatched in 
time for the “first night” display in the theatre lobby. 
It created a tremendous sensation and enthusiastic de- 
mands for more. So the famous Cora Scovil Patch 
Posters were born and launched on their most success- 
ful artistic and commercial career. 








Finest train to the 


Pacific Northwest 


A Scovil Poster Emphasizing Refinements of a Crack Trans-Continental Train Shown 


by Many Stores Last Winter 


The Franklin Simon Shop, on Fifth Avenue, New 
York, was among the first to employ the new window- 
display pieces, and they quickly became one of the sights 
of the “Avenue.” Blasé promenaders learned to look 
for Cora Scovil’s versions of the demure “Bramley” 
maidens and the Beau Brummellish men. Under her 
remarkable art these window-folk took on a new charm 
and vivacity, irresistibly amusing, human and likeable. 

The range of merchandise 
capable of being shown in a 
Scovil Patch Poster is practi- 
cally unlimited. The gamut runs 
all the way from a delicately be- 

















Scovil Posters Enable Women to See How Fabrics on Sale Appear in Finished Costume 








pearled evening gown to the 
proverbial kitchen stove, from 
the latest thing in riding jod- 
phurs to a cartoon of Mr. Jiggs. 

In displaying any article of 
wearing apparel, textiles, etc., 
Scovil Patch Posters have the 
immense advantage of incor- 
porating the actual merchandise 
right in the poster. The poster- 
figures are literally dressed in 
the frocks, hats, shoes, stock- 
ings, underwear and accessories 
which the advertiser sells or 
manufactures. 

Sculptors pray for their 
marbles to become alive. Paint- 
ers implore their beautiful sub- 
jects to step out of the canvas. 
Cora Scovil’s women and girls 
and men do, literally, “step out 

(Continued on page 58) 
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SOUTHERN SMILAX (FREsH) 


Extra quality, especially packed; extra quantity 
in case; always on hand; 
per large case....... 


Half Size, $5.00 
Grass Mats—Natural Green Color 


Extra fine quality; 
36% 72"; each:... 


Prepared Oak and Beech Foliage 


Green, brown, red; 3 to 4 ft. long; 
per pound ee 40c 


Laurel Roping FRESH, NOT PREPARED 


Made round and full on heavy cord, four, five and 
six inches thick; per yard— 


12c, 15¢ and 20c 


Prepared Asparagus 
Short, per 100, 18 to 22” long ........... 
Medium, per 100, 24 to 28” long 
Long, per 100 





Princess Pine Roping FRESE, NO? 


Made round and full on heavy cord, three, four and 
five inches thick. Per yard— 


12c, 15c and 20c 


° ° ° PREPARED LARGE ST K ALWAY N HAND. 
Princess Pine Roping frreproor i pet "aa QUICK 


Four-inch thick—per yard DELIVERY GIVEN ALL ORDERS, 
15c LARGE OR SMALL. 


THE KERVAN COMPANY 


119 WEST 28TH STREET NEW YORK CITY 























samneccuus SERGE. » « «>< 


THE MOST EXCLUSIVE 


MADE OF UNBREAKABLE MATERIALS AND UNAFFECTED 
BY ANY DEGREE OF HEAT 
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Display by H H. Tarrasch, Stix, Baer & Fuller, St. Louis, Mo. 


INTERNATIONAL CLEARING HOUSE of NEW YORK, Inc. 303 Fifth Avenue, New York City 
ILLUSTRATIONS ON REQUEST DISTRIBUTORS FOR U.S. A. 
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Simple Designs for Holiday Hardware 


Plans Adapted to the Needs of Small Stores Linabling the Busy 
Merchant to Capitalize Christmas Opportunities at Small Expense 


ITH Christmas constantly drawing closer, 
there is increasing need for concentration 
upon displays of Yuletide merchandise. 
The department stores usually have their 
window program made up at this time 

and are prepared to launch their holiday campaign 
immediately after Thanksgviing. But the pressure 
for time is much greater in other fields, and the per- 
sonnel of the display organizations more limited. For 
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this reason these last minute suggestions may be 
timely. 

Recourse is again made to the model windows 
used by the Hall Hardware Co., a Minneapolis coopera- 
tive concern. Dealing with a host of small town houses, 
and conscious of their problems, the window trims 
which are prejared by the Hall Better Business Depart- 
ment for the guidance of these tradesmen possess spe- 
cial fitness for the the rank and file of hardware stores. 

; There is nothing elaborate about 
them, but they are, nevertheless, 
attractive and productive. 

At the midsummer conven- 
tion of Hall dealers a series of 
windows for the coming fall 
and ‘winter was _ presented. 
‘rom these are drawn two 
Christmas designs which may 
be easily adapted to the re- 
quirements of the average 
store. 

At the top of the parallel 
group of illustrations is a dis- 
play appealing to  vounger 
folks and children which was 
offered as a model for success- 
fully marketing sporting goods 
and toy wagons. Here there 
is no attempt at elaboration 
save the holly panel that ap- 
pears in the background and 
the Santa Claus cutouts. Mr. 
Riley evidently believed that 
the merchandise was sufficient 
to attract the vouthful patron 
and that decoration gained noth- 
ing and might detract from sales 
power. This’ realization indi- 
cates close study of window ad- 
vertising and its peculiarities. It 
reveals recognition that the 
youngster’s desire for posses- 
sion needs no stimulation. 

Now, while families are pre- 
paring for the long dark months 
of winter, is the time to feature 

(Continued on page 49) 


ALL EASY TO CONSTRUCT— 
At the top is a sporting goods win- 
dow appealing to youths and chil- 
dren, and below it a more ornate 
trim of gift merchandise. Both 
were designed by Cecil Riley, Hall 
Hardware Co., Minneapolis; the 
base shows fireplace furniture, as ar- 
ranged by Carl V. Haecker, Burke 

Hardware Co., Waukegan, III. .. 
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Put the Christmas Spirit in your 
: Holiday Displays 


Schack’s New Christmas Flower 
Book Will Help You Make Your Store 
the Most Attractive Place in Town! 


---and its FREE for the asking 


Schack’s New Christmas Flower Book consists of 24 pages, illus- 
trating hundreds of new and original Christmas decorations in 
four-color process printing. You can’t afford to be without this Big 
Wonder Book at your command. Be sure and send for it today. 























Visit Our New Salesroom and Studio: Main Floor, Factory Building 


SCHACK ARTIFICIAL FLOWER CO. 
S134 N. Robey St. - CHICAGO — - “SUNN Bovey st” 


























<ZI _ Again—LANSHA 
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Toiletries Must Have Atmosphere 


Pretty Packages Are Not Enough to Create Consumer Desire—Pur- 
chasable Daintiness, Chief Buying Incentive, Must Be Exploited 


HOW ‘Em and Sell "Em" may have been 
sufficient as a business maxim when 
goods were not as plentiful nor stores as 
numerous as now. But the live-wire mer- 
chant of the present knows that there 

are elements of appeal or revulsion in every product, 

and that goods presented under fairly favorable cir- 
cumstances may do no more than arouse a passive in- 





terest that brings meager sales returns. 

Shop-worn goods seldom get into the window, for 
even the dullest tradesman realizes that his public 
demands fresh, clean wares. But it must not be as- 
sumed that clean, bright, well-packaged goods pos- 
Toiletries 
and cosmetics may be packed in the best of jars and 


sess appeal because of these attributes. 


vials and vet move with excruciating slowness. Any 
product which lacks direct appeal to appetite, per- 
sonal adornment, personal security or amusement 
should be enveloped in an atmosphere that brings out 
one of these appeals strongly. 

The drug window that features toiletries must impute to 
intrinsically uninspiring goods the appeal of personal adorn- 
ment. Just as the drug clerk would emphasize the value 
which the product could confer upon the woman who wishes 
to appear at her best, the window display should play on the 
same subject and win the interest of the feminine passer 
through its subtle stress upon purchasable daintiness. 

Give the goods a setting of luxury and refinement. Touch 
them with the magic of gold or silver; brighten them with 
satins; lave them with rich color lighting. Immediately 
prosaic goods become the magnets for feminine eyes and the 
cash register begins to tinkle with a merry peal of profits. 

An illustration of good use of this idea is found in a deli- 
cately beautiful display of toiletries created by L. J. Dwig- 
gins, display manager for one of the H. P. W.. Stores, 
Chicago, Ill., which proved so successful in conjunction with 
a demonstration that the Lilac Lady Co. purchased the dis- 
play for their own use. The set was conceived and executed 
in the H. P. W. display studios. It contained a black wall 
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The “Lilac Lady” Set Piece Built by L. J. Dwiggins Sheds 
the Lustre of Quality Over the Featured Wares 





R. V. Wayne’s Institutional Display for Weg’s Pharmacy, 
Detroit, Mich. 


drape of gold cloth and a centerpiece and platform clothed 
in lavender baronet satin. The frame of the centerpiece was 
finished in black marble, as were the flower vases. Lilacs 
were used to add life and tone to the setting, and a 14-inch 
tinted photo of the “Lilac Lady” demonstrator at the store 
at the time of the display was placed in front of the center- 
piece. 

When E. Van Harlingen, display manager for Schuler’s, 
Mt. Shasta City, Cal., was called upon to execute a display 
for the store’s beauty parlor, he found that the window to be 
devoted to the showing was a very narrow affair. To insure 
a decoration that would appeal forcefully to the Schuler 
public, he decided upon a high trim with an ornate set piece 
on a level with the vision. Here he shaped a cut-out of a 
bower window, the casements ajar, presenting a fleeting view 











Van Harlingen’s Bower Arrangement Strikes a 
Romantic Note 
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of a silhouette shown in relief before a black drape of satin. 
Around the bower he fashioned vines of blossoms and foliage 
and in the limited space at the foot of the set piece arranged 
a light trim of the toiletries on shelves and stands festooned 
with foliage and flowers. 

Quite a departure from the usual was the window display 
installed for Weg’s Pharmacy, Detroit, Mich., by the Detroit 
Window Display Service. It was a special display for Na- 
tional Pharmacy Week and was devoted entirely to a 
presentation of the druggist’s ability and equipment to serve 
the public, featuring service, efficiency, honesty and purity. 
So unusual was the display that its stoppage of passers was 
tremendous and there is no question at all but that it per- 
formed a wonderful business building stimulation. The out- 
standing feature of the display was the large book in the 
center of the foreground, a very old prescription book, the 
page opened showing record of prescriptions filled on Christ- 
mas Day forty-six years ago. Suiiable cards were directed to 
doctors, dentists and nurses, and such an appeal made the 
window doubly effective. Druggists everywhere can take a tip 
irom this stunt and plan an occasional good-will window. 








With the New Vouk Displaymen 


(Continued from page 15) 
attaching to the creation and display of any drape which 


are indispensable in order to invest it with the power to sell Y 
yardage. One applies to the material employed. It must be [ ; Ng 


material that is in active demand. Another requirement is 


that the material shall be either in a currently popular color 3 
and shade, or else in some tint the draper knows with cer- e a 
tainty is due to supersede soon the shade or shades in cur- e * 


rent vogue. A third feature may be summed up as acces- 


sories. These should correspond in quality and appeal to AY ft od - Ati: 
the material shown.” y po aN 1g) ing 


Mr. Frankenthal thinks it is more difficult today to create 
a good drape than in former years. Fashion decrees a mini- 
mum of material combined with a close-fit and no corsets. 
This has abolished the free and easy and abundant drape. A 
big drawback is the inescapable stipulation that any and 
every drape shall be predicated upon the use of an uncut bolt 
of piece goods. With the knee and near-knee length of skirts 
this fall the draper’s problem is even more difficult. 

Several weeks ago, to leave the subject of drapes, Mr. 
Frankenthal had three side windows devoted to children’s 
costumes for masquerade parties. They were both diverting 
and smart. They represented flowers, Christmas, gypsies, 
etc., and toys lent a festive air. Then facing the avenue 
entrance was an attractive window of cloth of gold, gold 
lace, gold shoes, gold hats, with a few black shoes and hats 
for contrast. A large front window was devoted to modern 
French furniture upholstered in light green crushed velvet. 

Russek's had a window last week which had back drape 
of black velvet which had a huge horseshoe of brilliants 
appliqued on it. Evening gowns oi all colors were displayed, 
and in the copy on the card, the brilliance of the gowns was 
compared to that of a diamond horseshoe. The fixtures used 
at Russek’s are individual. They feature geometrical lines. 
seginning with the simplest, you find a long block beveled 
at one end, and attached to that end is a four-sided rod 








slanting at a sharp angle over beyond the other end. Closely FLOOD-O-LIGHT JR. is the popular Spot-Flood light among 
related to this fixture is one consisting of two squared rods display men. This remarkable unit produces highly satisfactory 


results, is easy to assemble and attach, and can be moved from 


ising enter of the block-like base and forming ; : 
rising from the center of the block-like base and formin; winkaw te “lndew an Geaieed. 


a V. Two sets of shelves staggered along the two rods pro- 


vide ample accommodations for small articles without clutter- Equipped with combination base which provides a 7-inch 

ing. Another fixture is composed of spheres strung on an weighted portable base for floor use or a 3-inch flange base for 
igh 1. The 1 als 1 xh glass shelves whict attachment to wall, ceiling, or transom bar. Furnished with 

eee tor eee Oe Renee Seerees ene guaranteed trrling Reflector, four colorlites and attachments, 

are set between adjoining spheres and above the top one. All §-foot cord and separable plug for connection to any ordinary 

hese fixtures are nickeled, and, by virtue of their very electric light socket. Unit can be easily and 

ar : Ftacse! ’ ete offe ‘ve foils f i lorful 1 brilli - quickly assembled. Finished in rich Indian Brown SLs 

rigidity, serve as e rective oils tor the colortul and brilliant Enamel. Furnished complete, ready to attach....... 

jewelry, handkerchiefs, gloves, bags and other accessory 

items. 


Ray Martin, of the N. Y. Consolidated Gas Company, has Reflector & Illuminating Co. 


been using some very fine cutout displays against draped 
backgrounds. Martin, by the way, has been made chairman Representatives in All Principal Cities 

of the American Gas Association Window and. Store Display 

Committee for 1927-8, which is quite an honor, as there are 1403 JACKSON BLVD. CHICAGO, U. S. A. 
some hustlers in the utility field. 
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Now Furniture Succumbs to Color 


Masses’ Quest for Brightiess 
for Enamels—Macy's Kitchen 


HE passion for color which has been noted 
all branches useful arts has found 
vent in furniture-—in living room suites, 
breakf suites, magazine holders, floor 


of 


fast 


lamps and a variety of smaller pieces scat- 
3ut display- 


tered broadly through the modern home. 


it House Furnishings Brings in Vogue 


Display-Ornamenting With Color 


men have until lately avoided play upon these depar- 
tures from accustomed furniture decorations, confining 
their major efforts to showings of the walnut and ma- 
hogany finishes. The living room suite has, it is true, 
been a favored exception, but its color has been pri- 
marily in upholstering. Tapestry, mohair, and velour 
coverings have borne the burden 
in supplying it with tone and 


warmth. Except on rare occa- 
sions, when the designer has 


ventured into enamels, the 
finishes have been in walnut or 
mahogany. 

Now comes the R. H. Macy 
Company's great New York 
store with the most pretentious 
play upon color in the less 
ornate quarters of the home that 
has been noted. Casting aside 
all of the precedents which have 























tabooed feature of the kitchen 
from all save utilitarian angles, 
their windowmen have created 
a spectacle replete in color 
charm. Under their treatment 
commonplace kitchen furniture 
in varying lines has been 
blended into a unit that has 
proved an ocular treat. Red 
Pullman seats for the breakfast 
nook, green dishes on the table, 
a white stove trimmed in red, 
red enamel pots and kettles, and 
brooms and accessories in red 
were some of the arresting fac- 
tors. White walls, cabinets and 
ice-box—color everywhere, even 
in the unique window card with 
its futuristic maid in white garb 
standing out luminously against 
a solid background of red. 

At the F. & R. Lazarus Co., 
Columbus, Ohio, the fall open- 
ing celebration brought into the 
windows a number of furniture 


COLOR ATTRACTION HERE— 
All of these displays make good 
use of color. At the top is Macy’s 
“Color in the Kitchen” scene, while 
the upper center shows how A. A. 
Ma‘tcer used a bright dresssing 
gown as an attraction device for 
crameled goods. The lower center, 
aiso by Matzer, stresses rich up- 
holstering fabrics and drapes; the 
tase shows how Morris Black 
brightens furniture windows with 
comforts. 
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trims that gave Display Manager A. A. Matzer oppor- 
tunity to produce showy combinations. An adept in the 
choice of color, he found the occasion a fit time for 
display of the most costly wares on the floors, and, ac- 
cordingly, gave window shoppers a series of shocks as 
they realized the possibilities for colorful enamels and 
stencils. 

In one of his windows a bed room suite of six pieces 
was shown, set off by expensive floor coverings and 
wall hangings. Four were finished in a light enamel 
and bore stencil designs in bright contrasting hues. The 
bench and chair, sole exceptions to the general scheme, 
were brightened by tapestry upholsterings. To add 
further color, a bright negligee was shown in the fore- 
ground on a headless form, while a long drape of lus- 
trous silk was hung over the head of the bed and per- 
mitted to coil upon the floor in a billowy mass. 

A second display presenting pieces of period design 
drew interest through the richness of the upholstering 
and their elaborateness of design. Gracefully draped 
folds of velvet over the crest of a velour-covered screen 
adorned the left wing of the window, while a gorgeous 
wall hanging, suspended over the central panels of the 
background, swept the coldness of its stone surface with 
a glow of tropical brightness. 

How Morris Black, display manager for the Strouss- 
Hirshberg Co., Youngstown, Ohio, ornamented a com- 
pact display of bed-room furniture with drapes of com- 
forts is disclosed in the scene at the base of the plate. 
His arrangement portrays the feasibility of embellish- 
ing crowded trims and the value which can be obtained 
from related goods. 


New York Club Fetes Frankenthal 


Veteran’s Thirty Years at Altman’s Celebrated By 
Dinner and Presentation of Gifts 
HEN the Metropolitan Display Club of New 
York and vicinity met in the dining room 
of the Hotel Kenmore on October 4, one 
of the first diners to arrive was Herman 
Frankenthal, display manager of the B. Altman Co., 
dean of the profession in the metropolitan area. 
Younger men came rushing in long after the hour 
set for the dinner, but the veteran windowman was 
in his place at the appointed time. 

This punctuality, a characteristic of “Dean” Fran- 
kenthal, is one of the traits that have endeared him 
to his younger associates. Head of the display staff 
of one of Gotham’s oldest and proudest retail estab- 
lishments, secure in his standing, and clothed with 
the dexterity and skill of forty years in merchandise 
display, he could, with as much earnestness as many 
display manager of less distinction, remain aloof from 
display organizations. But his heart is with his pro- 
fession and its craftsmen, and he considers it a priv- 
ilege to give a few moments of his time once a month 
to the gatherings of New York displaymen. 

The club members had but a few days before 
learned that Mr. Frankenthal was approaching the 
conclusion of thirty years of service with the B. Alt- 
man Co., and they chose the occasion for a tribute 


to his genius and attainments. 
(Continued on page 47) 
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Résumé for 


Display Season 
1927 


Right now as the 1927 season is 
drawing to a close is a fitting occa- 
sion to draw attention to the ac- 
complishments of the Mac-Win 
Studios in proving our advanced 
ideas originating ten years ago: 


It Willi Be Remembered That in 


1917 we introduced Applique Posters 
1918 Batik and Tie Dye Backgrounds 
1919 Theatrical Effects 
1920 Painted Stained Glass Backgrounds 
1921 Painted Tapestries 
1922 Cut-out Display Figures 
1923 Plaster Relief Displays 
1924 Marble Display Fixtures 
1925 Wrought Iron Displays 
1926 Novel Designs in Glass Displays 
1927 Etched Mirror Display Forms 

“ Gold Mirror Display Stands 

“ Carved Wood Display Figures 

“ Modern Millinery Heads 

“ Screens of Mirrors 

“ Modern Wrought Iron of Every 

Description 


Our 1928 Surprises Will Be Even 
Greater Than Any Previous 
Year 


Everything for the Displayman 
and His Window Requirements 


“~y, A 
—— 
Studios 


O fice and Showrooms 
1607 Broadway at 49th Street 
New York City 





| Exhibition and 
Convention Booths for 
National Advertisers 


Creators of 
Modern Effects in 
Window Displays 
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Store Front Covered with Aluminum 


Siegel, Noted Parisian Mannequin Manufacturer, Bedecks New Sales 
Depot With Dazzling I[-xtertor and Unique Lighting Tubes 


STORE front completely covered with 
polished aluminum and plate glass is the 
startling innovation incorporated into the 
new display rooms and warehouse of the 
House of Siegel, noted Parisian manufac- 
turers of display forms. 
» Seeking to impress upon the decorations of the 
new headquarters a novel and unique appearance in 
keeping with the Siegel reputation for design and 
innovation, their architects produced a display “gal- 
lery’’ that representatives of the company term the 
“prototype of the up-to-date warehouse.” Situated 
in the very heart of Paris, in a newly opened section 
of the Boulevard Haussmann, the salesroom is located 
in a palatial hotel, of which it is no mean ornament. 

The value of the unusual front and lobby was 
immediately attested by the interest of the public. 
The architectural plans have been carried out in a 
thorough and workmanlike manner. The frontage, 
devised without a single ornament, was. made of 
polished aluminum divided into three sections by 
enormous panes of plate glass. Severely plain and 
yet startlingly splendid, the exterior is a magnet for 
the eves of the passer by day, and with night illu- 
mination is even more attractive. Lighting is afforded 
by a very narrow cylinder which runs all the way 
round the entrance way. In this electric bulbs have 
been concealed, lighting the frontage by refraction. 

ver the doors appears the name of the firm, 
executed in aluminum, and semi-transparent when 
viewed from the front, but thick enough to be read 
from whatever position it is seen. 

One of the show windows is fitted with elliptical 
steps enabling display of the figures in rhythmical 
and symmetrical fashion, and the show room itself 
contains a battery of windows in which the produc- 








A View of a Typical Staircase in the New Quarters 


tions of the Siegel house are displayed. The room 
is distinguished by the same type of plain decora- 
tions employed on the exterior, but there is nothing 
severe about it. On the contrary, this emphasizes its 
unique character. 

This salesroom, shaped like a “Y,” with large 
dummy windows equipped for displaying of types of 





An Entrance Outlined by Tubed Lights Opens into a Brilliantly Lighted Foyer Replete With Displays of Figures 
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wares to their best advantage, offers visiting mer- 
chants an inspiring view of the range and possibilities 
of Siegel forms. Everywhere are wide surfaces, par- 
titions being effected by metal sheets set up at the 
division points. Worthy of special notice is the wide 
checkered lattice over the radiator, which is placed 
in a niche so that it does not break into the symmetry 
of the wall line. A polished metal hand rail runs 
along the stairs and on the landings are small show 
cases tor small wares. Here as well as on the ground 
floor the front of the window lines up with the wall. 

The same idea is followed in the basement where 
the wax and modern figures are displayed in three 
windows of various sizes. ‘hese are also used for 
displays which typify possibilities of good display 
forms when used by competent windowmen. Soft 
lighting is provided by chandeliers placed on the 
staircases, their light reflecting towards the ceiling. 





NEW DISPLAY SCHOOL IN PROSPECT 

The National Merchants’ Institute, a new school of dis- 
play and card writing, will open January 3 at Minneapolis 
under the guidance of John H. DeWild and associates. The 
new institution will differ from schools now in the field by 
focussing its attention upon small stores. “We expect to 
cater largely to the small retail merchant and employees, 
rather than to conduct a school for the sole purpose of 
training young men and women who would like to make 
window trimming and card writing their profession,” says 
Mr. DeWild. “In other words, instead of taking these young 
men and women away from the merchants in order to enter 
a new field, we shall endeavor to teach them how they can 
be of more value to their stores and return to them with 
more enthusiasm and feeling that the small town store really 
has something for them.” 

Apparel, footwear, hardware, drugs and groceries will re- 
ceive special attention. R. R. Hamilton, who has had over 
twenty years experience in city and small country stores, 
will have charge of the window display course. He is a 
graduate of several schools of window trimming and card 
writing, has had extensive Minneapolis experience, and for 
a number of years was with the George A. Brett Co., of 
Mankato, Minn. Mr. DeWild, who is editor of the North- 
western Commercial, will conduct the card writing classes. 

The school will be located at 2402-2414 University Avenue, 
St. Paul. It is the outgrowth of realization by Twin City 
wholesalers and retailers of the need for a school in the 
northwest which could offer elementary training to the small 
town store employee. 





SAKS’ MODERN SETTINGS FROM DISPLAY CRAFT 

Modern art figures in the windows ‘of the Saks’ Fifth 
Avenue and Herald Square stores which created a furore 
among displaymen in October are the products of the Dis- 
play Craft Co., 1350 Broadway, New York. This concern 
furnished the unique figures and accessories which gave these 
displays their ultra-modern tone. Made of a combination ot 
aluminum alloy and bronze, they bore the appearance of 
burnished silver 

Each one of the figures was executed to convey a dif- 
ferent impression. One was made in the shape of a violin, 
with the head representing the pegs and the body curved in 
the shape of the instrument. Another figure was shaped like 
a leaf, and a third expressed the swagger of a modern flapper. 

The accessory units formed a distinguished setting for 
merchandise because of their departure from the usual hack- 
neyed type of stand. Instead of a standard base and top, 
theer was an ultra-modern effect of tubes and angles which 
made a striking setting for shoes. 

To complete the impression of modernism, there were 
tables that were especially made to harmonize with the dis- 
play figures. They were a combination of aluminum, wrought 
iron and bronze in futuristic designs. 
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Signs of Quality 
like to use them. 


National Advertisers. 


713 W. WASHINGTON BLVD. 


ITHER electric or non-illuminating. 
combine heauty and durability to a high degree. Dealers 


Originators of Glass Advertising Signs for Show Window, 
Store Interior and Store Front Display for Retailers and 


RAWSON & EVANS CO. 


MARSHALL FIELD & C 





Our glass signs 


CHICAGO, ILL. 








CHAMBERS DISPLAY 


FIXTURES 















over all. Made of 
finished in any color 
for the showing of 


let-Sundries, Notions, 


Use Pyramid 


41 W. 35th 


Egyptian Pyramid Unit Table, 36” High 


Goods, Jewelry, Stationery, Perfumes, Toi- 


designed for a greater number of uses of 
the lines that wear the trimmer’s patience? 


windows and on your ledges. Hundreds 
of dollars’ worth of small wares are 
being sold in this way. 


DAVID B. CHAMBERS, Est. 1916 


GENUINE WALNUI1, 
stains or enamel. Ideai 
Shoes, Toys, Leather- 


etc. Was ever a stand 


Unit Tables in your. 


St.. NEW YORK 











Simple, Tested Way! 


COMPLETE, practical, 

simplified, home - study 
course quickly trains you to 
make clever, ‘“business-getting” 
show cards. No special ability 
needed. 
Store Owners—save money and boost 
your sales. Clerks—every store 
needs original showcards. Double 
your pay. Business of your 
own. Earnbigmoneyinspare g 
time. Start now. Write for@ 
Special OOffer and descrip- 
tive, illustrated Free Book to 


Learn to Make Show Cards 









WASHINGTON SHOW CARD SCHOOL, Room 1711E 
1115 15th Street, N. W., Washington, D. C. — 














Order Now for the Holiday 


11” x 2%” ore eo | ee ee 7 
y GUS Gee 80 per 100 4 ”x6 
Boag" ........ Lee 3S "x2 
Ks |. are 1.00 per 100 7 ”xil 


Manufactured by 








80 FOURTH AVENUE 
Send for Samples 





Price Tickets and Display Cards 


We make them in all sizes with single borders, 
double borders, and with gold bevel edges. 


Stock sizes. 8-ply white with two borders. 


OTHER ‘SIZES TO ORDER 
10% Discount From the Above Prices 
in Lots of 1,000 Cards or More 


R. MARCHETTI & BRO. 


Requirements 

1.40 per 100 
- 1.40 per 100 
” 1.75 per 100 
ia 3.00 per 100 





NEW YORK CITY 
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mir OUR ELECTRIC TURN TABLES 


DisPLAY «s> SELL MORE GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 


pow sates 9 








Fully Guaranteed—Write Today. 
a Over 5.000 FT ECTRIC WINDOW SALESMAN CO. “ <ornnal a 
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NATIONAL ADVERTISERS’ DISPLAYS THAT CONVEY DIGNITY TO WINDOW 
The Oneida Community’s dealer helps on “Community” and “Tudor” Plate are as numerous as they are beautiful. Nine 
specimens of their offerings appear at the top of the illustration disclosing the care taken to provide a variety of sizes 
adaptable to the requirements of any window. Below are examples of “helps” supplied on Wellsworth goggles, “Spur Ties” 

and “Kiss Proof” Lipstick 
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“Sorbant Gause’’ Pro- 
duced by the Griswolde 
Manufacturing Co., as 
presented in the windows 
of George L. Fordyce 
Co., Youngstown, Ohio. 
The Display is by John 
A. Stimmer. 




















We Add Movies to Dealer Helps 


They Help Our Salesmen Sell the Dealer and Help Him 
Send the Goods On to the Consumer 


By N. S. GREENSFELDER 


Advertising Megr., Hercules Powder Co., Wilmington, Del. 


UR dealer helps have proven valuable to 
dealers if we can judge by the number of 
requests we receive for them. Ninety-five 
per cent or more of the volume of our sport- 

ing powder production is sold in loaded shotgun shells 
and metallic ammunition. We sell the powder to the 
shot shell manufacturers—they dispose of their shells 
to jobbers—the jobbers sell to the dealers—the dealers 
pass them on the shooters. 

The dealer helps of this type consist principally 
of hangers and calendars, small sporting powder 
booklets which contain ballistic information, and a 
number of books on shooting. Some years ago we 
supplied three-panel window displays and counter 
cards, but few of these have been provided of late 
on account of their cost and for the further fact that 
our material must form a part of the display, rather 
than try to dominate the window. The powder is a 
component of the loaded shell or cartridge. In the 
sale of Hercules steam-distilled wood turpentine we 
have a broader field and also more business in sight. 
We sell our turpentine in fifty-gallon drums, and also 
in one-quart, one-gallon and five-gallon lithographed 
cans. Each of these cans bears a guarantee of qual- 
ity, and as this is a sort of innovation in the sale of 
turpentine, it gives some advertising. We were also 
the first producer to market turpentine labeled cans 


which gives us another advantage in advertising to 
the consumer through the dealer. 

Two years ago we put out a motion picture of tur- 
pentine production. This was livened up by animated 
cartoons, which were interspersed among the plant 
scenes. The movie was first put out in standard width 
films for use in regular motion pictuure houses and in 
the large size projector. It was afterwards put out in 
the small 16 m.m. size used in the portable and con- 
tinuous motion picture projectors suitable for display 
in stores and in show rooms. 

These movies have been used in quite a number of 
ways. One of our salesmen or a jobber salesman may 
show the film to one or more of his customers, or he 
may operate it in a dealer’s store for intormation to 
the buying public. The dealer or one of his salesmen 
may do the same thing. 

The Hercules Guarantee, a four-page periodical 
issued about every two months, is also sent to more than 
100,000 jobbers, dealers and master painters throughout 
this country, and is often used as well in the form of 
colored inserts in the better known dealer and master 
painter publications. These have brought a very 
gratifying number of replies from dealers as well as 
the painter and householder. 

We also have a five-piece cut-out window display 
that we call our “Turp and Tine” window trim from the 
Turp and Tine characters that are a feature of it. 
“Turp” and “Tine” are two figures we designed to use 
as advertising illustrations in talking about Hercules 
steam-distilled wood turpentine. They are used in 
our film and in much of our advertising directed to 
painters. 
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l Hercules Turpentine 
Movie At Work on the 
Counters of the Pioncer 
Paint & Glass Co., of 
Omaha, Neb. The Pic- 
ture Reveals the Interest 
Which This Form of 
Help Arouses Among 
Builders and Decorators. 














Bringing Out the Romance of Borax 
The Symbolic Twenty Mule Team Identifies the Ware 
and Stamps [t as a Natural Product 
By HENRY DUMONT 
Assistant Sales Manager, Pacific Coast Borax Co., New York 

HE romance of borax, drawn trom huge de- 

posits in the depths of the celebrated Death 

Valley, Nevada’s huge and terrible waste, 

has been burned into the minds of Amer- 

icans through several decades of unique publicity. 

Heavy rumbling wagons, drawn by twenty mules, 

have given to the Pacific Coast Borax Co.’s adver- 
tising a seldom equalled piquancy and charm. 

The raw barbarity of the frontier is there, the tri- 
umph of man over nature’s pitfalls, the sense of acqui- 
sition at huge cost. Rugged, fearless muleteers, inured 
to hardship, pilot unwieldy craft across wastes defying 
man’s authority; mutinous mules, gaunt, vicious with 
weariness, drag cruel loads across these desolate plains 
and up through jagged defiles to the edge of civilization: 

This is what the layman sees and appreciates in the 
advertising which has been evolved. In it, he senses a 
sacrifice to the pressing needs of society, the beginning 
of a system of production of the curative white powder, 
long since passed, but living in memory to illustrate the 
harsh and painful processes by which the western 
world’s desires are so frequently served. 

The popularity which borax possesses as a cleanser 
and antiseptic has been created through tireless activity, 
in which the symbolic mule team has established identity 
while less familiar media have demonstrated use value. 

Whether our general advertising was through house- 
to-house canvassers or in national magazines, news- 
papers or bill-boards, we have always made use of at- 
tractive display material for windows of dealers hand- 
ling our products. The window displays consist prin- 
cipally of lithographed cut-outs showing the twenty- 
mule team crossing the desert and illustrating several 
of the more prominent uses for borax in the home. 


This cut-out is placed in the window and surrounded by 
filled packages of our products or jumbo dummy car- 
tons. Some years ago we made use of a miniature mule 
team constructed of metal and dipped in a solution of 
borax, which was allowed to crystallize, forming a very 
attractive display, and, in addition to its attractive ap- 
pearance, giving the consumer an opportunity to see 
exactly what the magic crystal looked like before it was 
powdered for packages. This being a very expensive 
process, it was abandoned as impractical on any large 
scale. Our present method of placing displays in the 
windows of our retail customers is to have them in- 
stalled by our own salesmen, who are equipped with 
automobiles, which enable them to carry sufficient sup- 
ply for a week’s work. 

The intention is not to make elaborate displays, but 
to have an attention-compelling card at the point of 
sale, which not only reminds the consumer of our adver- 
tising in the women’s magazines, but acts as an effective 
selling aid by showing her several prominent uses for 
borax. 


Attractive Color Schemes Needed 
By Supplying the Display Materials We Assure Show- 
ings in the Colors Identified with Our Products 
By RICHARD L. MOYLE 
Vice-President, Griswoldville Mfg. Co.. New York 

HEN the Griswoldville Mfg. Co. inaugurated 
its present advertising, a distinctive shade 
of blue paper, with the three-bar-cross 
emblem imprinted in a darker shade of blue, 

had been adopted. 

To this we later added a label with an orange 
background, thus establishing a color scheme which 
is not only emphasized in all of our put-ups of Sor- 
bant gauze. but is followed out in all of our display 
signs which we supply to dealers. 

We find that an attractive color combination gains 
attention and encourages the use of the display ma- 
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terial. When the packages and bolts are shown to- 
gether with display signs in the same color scheme, 
the effect obtained is generally satisfactory. 

We believe that striking display material is a 
valuable adjunct in creating interest in a product. 
On the other hand, we think much of the display 
matter sent to dealers is wasted because it is not suit- 
able for their puppose or not sufficiently attractive to 
compel interest. 

Our experience has been that the dealer will wel- 
come good display matter and we constantly receive 
rquests for Sorbant signs in response to the mention 
in our trade journal advertising that we will supply 
such sales helps. 

We make it a point to suggest to wholesalers and 
their retailers that they make a display of Sorbant 
gauze ,and are prepared to supply the necessary ma- 
terial for the purpose, a practice followed, as you 
know, by many other concerns. By supplying the 
display manager with such aids, we accomplish the 
object of obtaining a uniform color scheme of blue 
and orange associated with our 3-Bar-Cross trademark 
which is now identified with Griswoldville products. 





Hickok Prize Winners Announced 
(Continued from — ne: 
Bros., Wichita, Kansas; second, M. Woolfson, Klee 
3ros., Chicago, Ill.; third, Al oe Baer Bros. & 
Prodie, Chicago, Ill.; fourth, E. G. Lovell, B. R. 
Baker Co., Cleveland, Ohio; fifth, Matt C. Kircher, 
S. H. George & Son, Knoxville, Tenn.; sixth, B. E. 
Chester, Monnig’s, Ft. Worth, Texas. 

Cities from 15,000 to 50,000: First, Harry G. 
Walker, Hub Clothiers, Wichita Falls, Texas; second, 
Edward A. Curtis, R. M. Neustadt & Sons, Decatur, 
Ill.; third, Phil J. Westland, The Hub, Steubenville, 
Ohio; fourth, R. A. Minear, Butcher-Roberts Co., 
Battle Creek, Mich.; fifth, Bert lunenschloss, Frank 
Bros., Waterloo, Iowa; sixth, J. H. Hilton, Korrick’s 
Phoenix, Ariz. 

Cities Under 15,000: First, George Lovett, Ober’s, 
Lawrance, Kansas; second, Gene C. Murray, Neu- 
stadt’s, LaSalle, Ill.: third, E. P. Lavin, Yowell-Drew 
Co., Orlando, Fla.; fourth, George Marchand, Ben 
F. Solomon, East Greenwich, R. I.; fifth, Harry 
Welch, Russell's Department Store, Altus, Okla. ; 
sixth, D. W. Wade, Taylor Clothing Co., Fort Collins, 
Colorado. 





GLASS SIGNS FOR STORE AND WINDOW 

Rawson & Evans Co., 713 Washington Blvd., Chicago, 
Ill., pioneer manufacturers of glass advertising signs, have 
made a special study of window and store requirements and 
have one of the best equipped plants in the country to pro- 
duce signs of this kind. They manufacture every type of 
glass signs, including chipped gold and silver beveled plated 
glass signs, colored transparent signs, art glass and sani- 
onyx electric glass signs and art glass valances, in both 
the illuminated and non-illuminated types. Descriptive cir- 
cular will gladly be sent to anyone upon request. 


REAL ART FORM ‘AND | FIXTURE MOVES 
Moving a block south, the Real Art Form & Fixture 
Company, Inc., formerly at 24 West Thirty-second Street, 
New York City, has taken over new quarters at 21 West 
Thirty-first Street. 
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TINSEL Metallic CLOTH 


and Other 


MAHARAM FABRICS 


Manufactured at our own mills 


Original Design—Extensive Variety 


Maharam Fabrics are beautiful and produce 
exceptionally effective window displays that will 
increase your business. 


OUR PRICES WILL SAVE 
YOU MONEY 


Send for Samples. Fixture Dealers 
Desiring to Handle Our Line, Write Us. 


MAHARAM TEXTILE CO. 


107 West 48th Street, New York City 
Phone: Bryant 2511 
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WOLD AIR BRUSHES 





¥ 
Wold Air Brush Mfg. Co. 


2173 N. California Ave., Chicago, II. 











Send 2c for Sample Tube NEW WOLD LAMP BLACK 
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ETROIT ~ addy —gaaeg OF LETTERING 
1399 Detroit, Mich, 


LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 189% 
2 DUANE STREET NEW YORK 
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AND CARDWRITERS’ SUPPLIES 


Jaume BECKER SIGN SUPPLY CO. iA 


Baltimore and Front Sts., Baltimore, Md. 
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Steady Flow of Business Sets 
New Era in Installation Field 











The Increasing Use of Window Display Installation Services Has Enabled the 
Bureau to Operate at High Peak Throughout 1927 


Going, going, gone! This is, of 
course, the well-known cry of the 
auctioneer, who always finds a gul- 
lible public to dispose of his wares. 
But we use this phrase not to palm 
off a lot of unsatisfactory merchan- 
dise at better than market prices, but 
merely to describe the changing 
situation in the-field of window dis- 
play installations through organized 
local display services. Going, if not 
entirely erased, is that suspicion 
which so totally enshrouded the dis- 
play service field only recently. No 
longer need the advertiser fear that 
his display material, when entrusted 
to established display service firms, 
will not get a proper installation in 
his dealers’ windows. 

The Bureau during the current 
vear has served nearly a score of the 
best known national advertisers, 
handling display installation con- 
tracts not only on a_ nation-wide 
basis, but of considerable propor- 
tions, the accomplishment of which 
would have been an impossible task 
only a few years ago. The Bureau has 
built up a thoroughly dependable dis- 
play agency, operating through local 
associates in all the larger cities and 
covering every important trade area. 
These associates are the most re- 
sponsible service companies in their 
respective cities and are banded to- 
gether under the direct supervision of 
the Bureau and operate on established 
standards that insure to the advertiser 
the satisfactory execution of his 
window display installations. 

So new and novel was the Bureau 
organization, so far ahead of the de- 
velopment of the window display 
field, that at first advertisers could 
not comprehend the soundness of 
its plan or the efficiency with which 
it was soon to prove to them it could 


— Advertisement. 








operate. First one daring advertiser 
took a fling at the proposition, be- 
lieving it to be a big gamble, only 
to find, to his great surprise, that 
his contract was so _ satisfactorily 
handled that he immediately ar- 
ranged for another display campaign 
of even greater proportions. 

The success of this advertiser was 
sufficient to prove to others that at 
last was to be solved the distribution 
and installation problem of the na- 
tional advertisers’ window display 
activities. And so others, too, came 
to the Bureau for its assistance, and 
these clients have been multiplying 
in numbers and are responsible for 
the steady flow of business that the 
Bureau was able to distribute to its 
associates without interruption. It 
resulted in strengthening the whole 
Bureau. organization to a _ point 
thought impossible in so short a 
time. It can be readily seen that the 
building up of highly responsible 
local display service companies de- 
pended upon a volume of business 
that would keep them busy con- 
stantly, and 1927 has attained this. 

Other advertisers can decide upon 
their future course in the execution 
of their window displays not upon 
the theoretical correctness of the 
Bureau’s plan, but upon the accom- 
plishments of a large number of na- 
tional advertisers. It is only a mat- 
ter of whether or not the national 
advertiser wants to make his invest- 
ment in display material productive, 
having this done with the least ex- 
pense and greatest efficiency. And 
as this is undoubtedly every adver- 
tiser’s aims he will profitably turn 
to the Bureau for assistance. And 
the Bureau’s assistance and cooper- 
ation will mean the kind of success 
for his window display advertising 





that will provide the greatest selling 
force in his merchandising scheme. 

Owing to the impending volume 
of business being booked for 1928 
the Bureau suggests that advertisers 
write the Bureau at once so that the 
handling of their campaigns may be 
properly arranged for and scheduled. 


Follow the Golden Rule 


It Should Easily Solve the Problem of 
“Keeping the Display In” 


The Bureau subscribes to and 
recommends the Golden Rule in the 
operation of all local services. It is 
not only important that your own 
displays be kept on display for not 
less than one week, but displays in- 
stalled by other concerns should be 
governed accordingly so that the 
usefulness of window display in- 
stallations in general be not im- 
paired. Where dealers specifically 
request the removal of displays be- 
fore this period has elapsed, the dis- 
play service should endeavor to con- 
vince them that such a practice is 
contrary to the instructions of the 
advertiser and is a very deterring 
factor in the future window display 
activities of all advertisers. Adver- 
tisers are now providing such ex- 
cellent display material, are paying 
for the installations, and the least 
the dealer can do js to show his ap- 
preciation by permitting at least a 
week’s display for every installation. 

The Bureau requests its associates 
to report any incidents where its in- 
stallations have been removed by 
rival display services before they 
have been in the window for a period 
of one week. Such violations of the 
ethics of the window display me- 
dium are of a serious nature and the 
3ureau will use its good offices in an 
effort to bring a stop to it. 











November, 1927 THE DISPLAY WORLD 45 

















| 
| 
| 























MINNEAPOLIS, MINN. DETROIT, MICH. WASHINGTON, D. C. 
A Display Fp ier Bo National Entire State of Michigan and Toledo, O. Capital Results in the Capital City | 
: ; ; ; Detroit Wind Viethen Maal WASHINGTON WINDOW 
Tri-State Window Display Service a hae DISPLAY SERVICE 
116 S. 4th St. 438 E. Woodbridge St. 1317 New York Ave., N. W., 
H. Brooks, Manager R. V. Wayne, Manager C. W. C. Abernethy, Manager 
| 
And East 
| COLUMBUS, OHIO KANSAS CITY, MO. ALBANY, N. Y. sew veri siate 
l wy : : ; ‘ i . omplete Coverage 
Your Satisfaction Means Our Success | Established and Reliable Display Service Window Displays — Survey — Check Up 
F. ALTMAN & SON STARK DISPLAY ADV. SERVICE See eee 
415 S. Third St. 2828 Olive Street ” a saath mg is 
George Altman, Manager W. A. Stark, Manager —« eT — 
CINCINNATI, OHIO CLEVELAND, OHIO CHICAGO, ILL 
Hamilton, Dayton, Springfield and the i h 1 Mark : tie ; 
Complete Cincinnati Trade Market cialis Eee Pa a Reliable and Prompt Display Installations 
: : - HICA WINDOW DISPLAY 
Window Display Service of So. Ohio | WHITMER DISPLAY SERVICE, Inc. se eee ane SERVICE 
22 Pickering Bldg. 1405 St. Clair Ave. , 179 N. Wells St. 

Walter G. Vosler, Manager George E. Dugdale, Manager M. J. Latz, Manager 
FORT WORTH, TEXAS SEATTLE, WASH. PHILADELPHIA, PA. 
Sorrel Gar Chea ttle tee We Have the Locations You Are A Complete Window Coverage of This 
“onsenae Looking for Prosperous Territory 

DISPLAY SERVICE Danks Window Display Service 
1404 Washington Street 303 Eastlake, Seattle THE &. ]. HANICE CO. 
Samuel J. Hanick, Mgr. 
W. L. Huntsman, Manager Covering the State of Washington 925 Cherry Street 
CHATTANOOGA, TENN. |< 
9 e 
nomagadantnat veri ' ST. JOSEPH, MO. BUFFALO, N. Y. 
1e South’s Up-to-Date Display Window Disopl That Step U 
Service a age gy ow Niagara Falls, Tonawanda, Lockport, 
Hal Cady Window Display Service Lackawanna and Rochester 
418 Cypress St. CHARLES TEXTOR WINDO-CRAFT DISPLAY SERVICE 
Hal Cady, Manager 1618 Buchanan Avenue 32 E. Genesee St. 





E. Preston Browder, Manager 


OUR SERVICE IN BRIEF) wowvapouis, wo. 


Complete Coverage for National 


Guaranteed Window Display Installations in Over Advertisers 
PIONEER DISPLAY SERVICE 


S () () i ; | ] K * 113 S. Capitol Ave. 
Fred W. Weber, Manager os 
i AKRON, OHIO 
Throughout the United States My Service in Conjunction With Your 


by Dealing Only With Business Will Be a Big Success 
HENSAL DISPLAY SERVICE 


534 Parkdale Drive 
2) 2) | F } S. V. Hensal, Manager 


LOUISIANA—ALABAMA 











We install window displays through local asso- MISSISSIPPI 
ciates for national advertisers in any quantity Display Service for the South 
on any product in one city or number of cities sien is lagi 
anywhere in the United States. Box 355 


539 S. Front Street, New Orleans, La. 


PITTSBURGH, PA. 





We guarantee first-class quality installation | 
work according to set specifications. Relieves 


advertiser of detail; saves time and money Get Into This Big Market 

through many exclusive and helpful features. ARCEE VEE DISPLAY SERVICE 
2638 Fifth Ave. 

Complete Portfolio of Information Sent on Request R. C. Vaughn, Manager 





Window Display Installation Bureau, Inc. |_ ,,,,,2OSTON, MASS. 


The Window Displays of the Nation from Coast to Coast Every Installation uncannens Sasistnatesy. 
New England Window Display 


Executive Offices Service 


161 Massachusetts Avenue 


| 22-24 Pickering Building Cincinnati, Ohio spate aitiaiaiatmaein 
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It Was Too Warm to Suggest a Fire 


Balmy Weather Rendered Heat Appeal Unnattractive—W e Combatted 
Precedent and Stressed Approach of Winter by Use of Fall Colors 


By G. N. CAUDELL 
Caudell Display Service, Portsmouth, Va. 


DISPLAY is not 

something to be 

stuffed with miscel- 

laneous matter, its 

value increasing with 

the quantity crowded 
into it. It is rather a picture aim- 
ing to present a single object with 
or without accessories. It is like 
a photoplay in that it should be 
able to tell a story without words, 
expressing an idea so plainly and 
clearly that it will be obvious to 
the most casual passerby. 

It is well to remember that all 
sorts of people make up the crowd 
that passes a window each day, 
foreigners with _no knowledge of 
sur language. besides the hundreds 
who are always hurrying by with no time to stop and look at 
anything that does not arrest their attention with commanding 
force. Thus, one glance at a display should reveal its mes- 
sage, making written explanation unnecessary and render- 
ing it possible to reach all classes of people. 

As an illustration, I will tell you of a Radiantfire window 
I put in for the Portsmouth Gas Company recently. We 
wanted to get away from the usual fireplace and book case 
idea and the rest of the living room scenery that is so often 
used to suggest warmth. Besides it wasn’t quite cold enough 
to make such a scene impressive. So I put in a window that 
suggested warmth in a subtle way, reminding the public 
that fall was here, that leaves were falling, golden rods were 
in bloom, and it was time to buy Radiantfire. 

In preparing this display I first took four pieces of wall- 
board and cut a large leaf out of each of them with a Cutawl. 
The boards, when painted tan, made attractive backgrounds 
and were used as frames for the “Radiantfires.” Plush was 
tacked on the back of the frames and drawn behind ana 
under the “Radiantfires” and through the stems of the leaves 
to the floor in front. I took two of the leaves that I had 
cut out, airbrushed them in fall colors and placed one on 
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How the Maple Leaf Motifs Were Worked Into Mr. Caudell’s Display—Note the 


Cut-out at the Left 
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The Geared Thrift Window Used by John L. Ryan to Promote 


the Empire Gas Stock Sale 


each side of the window on top of a heater. In the center 
foreground was a lighted heater and lights overhead flooded 
the window with an amber glow, while sprays of real golden 
rod proved an attractive and appropriate accessory. 


Motion Window Oversells Stocks 


Symbolic Sct of Gears Impresses Utility Patrons With 
Advisability of Investment 


REAKING away from precedents long followed in 
such utility displays as have been used to pro- 
mote stock selling, John L. Ryan, display manager 
for the Empire Gas & Electric Co., Auburn, N. Y., 

recently caused a stir by introduction of a motion device in 
a window emphasizing the desirability of the Empire Cor- 
poration’s preferred stock. 

Using a color scheme of black and white and lettering 
numerals in red, Mr. Ryan devised a setting showing two 
cogs in gear, the smaller cog captioned as “Thrift” serving 
to drive the larger which bore the legend, “Education—In- 
come—A Home—Happiness.” When the set was put into 
play, the small cog turned the 
larger one at slow speed, empha- 
sizing the power of savings in pav- 
ing the way for greater comforts 
and happiness for the careful in- 
vestor. 

Through the aid of four window 
cards outlining the Empire’s plan 
for sale of stock on partial pay- 
ments and its program for wide- 
spread distribution of its issues 
among its patrons, the message of 
the display was stated definitely 
and clearly. 

So effective was the presentation 
that the issue was greatly oversold 
in a day and a half, the most suc- 
cessful campaign staged in five 
years. 

Windows like these reveal the 
pulling power of display, and they 
win applause of the public at the 
same moment. Visualization of an 
idea is always interesting. 
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New York Club Fetes Frankenthal 


(Continued from page 37) 

When the dinner was concluded and pending busi- 
ness had been completed, President Jerome Jaffrey 
arose, and, in a terse and happily phrased talk, pre- 
sented Mr. Frankenthal with a pair of diamond 
studded cuff links as a testimonial of the club’s esteem. 
It was a happy moment for all about the board and 
especially the veteran display manager, who beamed 
his appreciation as he thanked the club for its 
thoughtfulness and friendship. 

Forty vears ago, Mr. Frankenthal came over from 
Germany, where he had learned to dress windows 
under the supervision of Herr Shauer, “dekorateur” 
for the house of Jonas U. Loewenstein, dressmakers 
to her majesty, the empress, mother of Kaiser Wil- 
helm. Shauer was a master of draping and it was 
from him that Mr. Frankenthal received the inspira- 
tion that in time made him the foremost draper in 
America. 

For a time he worked for a New York dry goods 
house on Eighth Avenue, where windows were deco- 
rated to the ceilings. After four years he went to 
Philadelphia, where he obtained his first chance to 
use the draping ideas he had acquired in the old 
country. The ready-to-wear industry had not yet 
come into existence and garments were made by dress- 
makers or at home. Frankenthal wanted to try his 
hand at modeling some of the styles in vogue, and 
finally shaped a drape of calico. He didn't dare cut 
the bolt and trusted to luck that when concealed be- 
hind the drape it would not be noticed. It wasn't. 
Shoppers came trooping in and the bolt was cut and 
cut until nothing remained but the fabric of the drape 
and this finally was bought just as it was. 

A big run on calicoes followed and 900 vards were 
sold in three days, which was quite a record for the 
time. This signal success gave the young window 
trimmer a free hand for development of his ability, 
and the succession of drapes which he fashioned from 
that time forward soon brought him to the attention 
of alert New York merchandisers. 

After eleven months in Philadelphia he returned 
to New York and went to work for Stern’s. This 
organization was already capitalizing the ready-to- 
wear garments, which were just beginning to enter 
the market, and consequently limited his chances for 
expression. 

On September 28, 1897, he became a member of 
the Altman staff, but he did not get an opportunity 
to exercise his skiJl in draping at once. Not until 
several months later did the chance come, when an 
offering of Rajah silks inspired a drape, a simple 
waist, done on a form in a corner of the silk depart- 
ment. The success was instant; three full pieces were 
sold within two days. 

After that draping grew in popularity, and when 
the Altman Co. moved to Thirty-fourth Street and 
Fifth Avenue twenty-one years ago, it entered into 
its greatest period of favor. Now half a dozen win- 
dows are usually reserved for drapes and in many 
arose, and, in a terse and hapily phrased talk, pre- 
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A beautiful stock line of Mirrored Xmas 
Wreaths, Candle Braces, Santa Claus 
Heads, Xmas Trees, Mirrored Vases, Mir- 
rored Screens, Revolving Mirrored Balls, 
and general Xmas Decorations. 
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This selection is a leaping crystal deer, 5 ft. 
high, 51 in. wide. It is most effective in design 
and brilliancy and will fit in with your general 
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Wonderful Night Displays Created Under 
Colored Spotlight Reflectors 


Special attention given to individual win- 
dows, toy departments and exterior Xmas 
displays. 
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Catalog Sent Upon Request 


ALEX HALL STUDIOS, Inc. 


315 West 47th Street New York City 
Telephone: Longacre 7036 
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AROLD H. HAWKINS, 
head of the window deco- 
rating staff of the J. R. 
Millner Co., ynchburg, 
Va., is one of the young 
displaymen who have forged ahead 
ahead rapidly in recent years. Haw- 
kins attended the public schools of 
Lynchburg, and early developed a 
flair for electrical experiment that 
had much to do with his choice of 
occupations. “While other boys were 
neck deep in athletics, | was busy ex- 
perimenting with electricity in a room 
that I had especially fitted for the pur- 
pose,” he says of his school days. 
“T was interested in practically every 
book printed on the subject. | prac- 
ticed many unusual lighting effects as 
described by these books. In _ the 
course of time it became known that 
I could handle lighting combinations 
fairly well, and soon my services were in demand by 
churches, schools, theatres and residences.” 

When he left home he secured a position with a 
store where the windows were well adapted to beau- 
tiful displays. One of the members of the firm was 
unusually gifted in installation, and Hawkins soon 
found opportunity to become one of his assistants, 
learning to drape, to fashion backgrounds and produce 
new lighting effects. During the World War this firm 
changed hands and the new firm clamped down on 
window expenses. By this time the young assistant had 
won the right to supervise the store's displays, and he 
struggled manfully to make a good showing on a very 
skimpy appropriation. 


Realizing there was not much chance for progress . 


with this organization, he obtained a position with the 
Millner Company as an assistant to B. Cantieri, the 
head of the interior decorating department. Under the 
latter’s guidance Hawkins studied colors, their combi- 
nations, and the effects of light on colors. He remained 
as assistant for a year and then was given complete 
charge of the windows during the illness of the regular 
displayman. He is still in this position, and has turned 
out many extraordinary displays in the period which 
has since elapsed. 

“One large concern in North Carolina wrote me 
concerning the lighting effects I produced during the 
last fall opening,” Hawkins says. ‘They asked me to 
loan several of the set pieces that I used to get the re- 
sults. These I gladly gave them. I shall always be at 
the service of any displayman. 














Who They Are and What They Say 


No. 36—HAROLD H. HAWKINS, Lynchburg, Va 
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HAROLD H. HAWKINS 
Display Mgr., J. R. Millner Co., 
Lynchburg, Va. 
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“T am _ still connected with the 
interior department as to designing 
of windows and draperies. I rather 
like this in combination with the 
windows, as it helps me more and 
more in color work. I also read all 
the decorating magazines, to see what 
the other fellow is doing, and always 
try to improve on someone’s ideas. 

“Here I want to say I never let 
anything kill my ideas. I have often- 
times bought and paid for set pieces 
myself, rather than kill a good idea. 

“Although I have had_ several 
positions offered me in different 
towns, I feel as though I am satisfied 
here for the present, because this is 
a good firm and a growing one, with 
beautiful windows and good depart- 
ment heads to cooperate with me, and 
we do believe in cooperation. That 
has made us grow as we have. Then, 
too, this is my home town, and I want to put my home 
town and store to the front if it is possible. I feel as 
though I can do this through the decorating end of it, 
with the close cooperation and friendship of other dis- 
playmen I know, and who have helped me so much. 

“T believe all decorators get discouraged at times all 
on account of their not being given credit for their 
work. ‘The employers do not see where their money is 
going and will not confirm their orders, but it is up to 
we clisplaymen to sell ideas to them and let them know 
that the windows are their silent salesmen, and that to 
have a good-looking front means they have an up-to- 
date store. In this period of keen competition the 
value of the window has been so greatly enhanced 
that the displavman should be able to overcome earlier 
obstacles.” 





IMPORTANT ARTIST JOINS RANKS OF NOTABLES 

Among the recent notables who have brought their genius 
and talents to display work is Karol Schenker, a world-famed 
painter, whose portraits of prominent men and women in So- 
ciety and The Arts, here and abroad have been exhibited in 
the galleries of the world’s capitals. now residing in New York. 
H‘s work is not impressionistic, cubistic or any other “istic.” 

Mr. Schenker has created a series of papier mache manne- 
quins which foreshadow the trend of the times—away from 
the greatest extremes. His figures are endowed with a grace 
of line and beauty of color that enhances the value of the 
gown displayed and draws the eye of the customer. Each 
mannequin has a personality of her own. Fach is a distinct 
type and of the most modern. Schenker Figures, Inc., pro- 
duce in America the creations of this exceptional artist. 


Show rooms and studios are located at 29 West Thirty-sixth 


Street, New York City. 
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Designs for Holiday Hardware 


(Continued from page 32) 


andirons and fireplace furniture. Preliminary show- 
ings have already been made by many stores, but re- 
minder windows will do much to keep up volume 
turnover in these goods. ‘The display shown in the 
accompanying plate shows how Carl V. Haecker, 
sales promotion and display manager for the Burke 
Hardware Co., Waukegan, IIl., handled the subject- 
matter in an August trim designed to focus attention 
on the value of preparation for winter. The scene 
reproduces a living room with an overstuffed arm 
chair drawn close beside a gas grate. Over it hangs 
a bridge lamp, and papers are draped across it as if 
the occupant had just left the chair. On the end table 
adjoining it is an open book which heightens this sup- 
position. In carrying out the idea of a complete re- 
production of a living room all of the window lights 
were turned out and the only sources of light were 
the bridge lamp and the grate. Mr. Haecker bor- 
rowed the chair and lamp from a neighboring furni- 
ture store and found that they contributed a great 
deal to the success of the display. 

The center display shows a unit designed by Cecil 
C. Riley, which is intended to give the hardware 
dealer his share of the Yuletide gift trade. In it Mr. 
Riley shows choice bits of silverware, electric spe- 
cialties, clocks, cutlery, watches, percolators, pocket 
knives, and a number of smaller items suited for 
Christmas purchases. 

In a center panel appears a dealer help furnished 
by the International Silver Company for the promo- 
tion of “1847 Rogers Bros.” wares, an attractive 
lithograph that provides the trim with life and color. 
Christmas bells are prominent in the crepe paper bor- 
ders along the top of the background. Holly paper 
stripped alongside the central panel and lithographed 
Santa Claus cut-outs add more of the holiday atmos- 
phere. The capping ornament is a small Christmas 
tree placed in the left corner. 


A Voice for Your Show Window 


(Continued from page 20) 





ration imposes will be highly compensated by the results. 
The card writer should take pains to execute them in 
upper and lower case letters because of the illegibility 
of lettering in capitals. 

If the cards are to fulfill their mission, their phras- 
ing must be carefully chosen. Because tuo few shops 
use cards is no reason for assuming that any kind of 
phrasing will do. Who pays any attention to the thread- 
bare captions, “Low Prices,” ‘‘Prices That Have No 
Competition,” “Values Sacrificed,” “Surpassing Ser- 
vice,” etc.? The message must have real meaning, and 
the tradesman who know his wares and is keeping pace 
with the development of his business will not find it 
hard to find subjects to stress. 

As with every other type of advertising, the message 
must ring true. Conscious mis-statement of facts is 
likely to cost the establishment the confidence of its 
patrons. Houses that advertise in local papers should 
tie up their window cards with their copy. 
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BUILD YOUR CHRISTMAS TRIM IN | 
YOUR STORES AND WINDOWS | 
AROUND BEAUTIFUL “YULITE” | 

ELECTRIC WREATH | 


* 
* 





rimmed with highly glazed holly leaves; bright red berries; 
red Mazda buibs; beautiful red satin bow; ten foot extension 
cord. Made in thirty-inch diameter with width of about nine 
inches. Order E 318 R-30”. List price $27.00 each. Write for 
discounts. 

Also have smaller eight-light and single-light wreaths at inter- 
esting prices. 


J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 














LEO UHLFELDER COMPANY 


148-156 West 23rd Street New York, N. Y. 


IMPORTERS OF 


Metallics and Glass Tinsel 


Make Your Christmas and Holiday Windows 
Scintillating Successes This Year by Using 


**“UHLFELDER’S”’ 


METALLICS—Silver, Gold and 25 beautiful shades. 

GLASS TINSEL—Silver and 6 beautiful shades. 

BRONZE POWDERS—tThe finest and most brilliant 
imported Powders in all Colors for painting, deco- 
rating and striping. 

DEKA PRODUCTS—tTransparent—Opaque—Bronze— 
the finest ready-for-use Textile Paint ever pro- 


duced for painting on Silks and Textiles. 


DEKA RELIEF PASTE—For cone painting. 


Insist Upon Uhlfelder’s Goods 


WHOLESALE ONLY 


If Your Dealer Cannot Supply You, Write Us Direct 
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Fall Opening Designs By M. F. Hershey 


The windows of the Stewart Dry Goods Company, Louisville, are always colorful 
spectacles, and especially so during the seasonal openings. M. F. Hershey, the dis- 
play manager, here presents a trio of his most pleasing creations. 





Millinery Display Fea- 
turing Black, Trimmed 
in Metal. Brilliant Au- 
tumnal Colorings Give 
Glamor to the Back- 
ground, 





The Center Shows Gloves 
Displayed on New Hand- 
Carved Stands Shown 
Before a Modern Art 
Background. The Gloves 
Are Shown in Units, Set 
Off By Matching Bags 
and Shoes. 





Ultra - Modern Frocks 
and Gowns Shown Be- 
fore a Green Velour Cur- 
tain Distinguish the Base 
Illustration. A riot of 
Color Adds to the At- 
tractiveness of the Mer- 
chandise. 
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Britons Hold Annual Convention 


Displaymen Come From All Parts of the United Kingdom for Three 
Day Meet at Leicester—National Council Formed 


EPTEMBER 5 saw the opening of the third 
British National Display Convention with 350 
windowmen in attendance. The gathering was 
held at Leicester under the auspices of the 
Leicester Window Dressers’ Association. <A 
special service at St. Peters Church on the 
Sunday preceding opeinng day was the first scheduled feature 

The greater part of Monday morning was given over to 
registration and the convention got under way at noon with 
an opening luncheon held in the ballroom of the Bell Hotel, 
which was attended by a number of distinguished guests. 
Sir Charles Higham, president of the Leicester Window 
Dressers’ Association and internationally noted as an adver- 
tising man of extraordinary ability, presided. Among those 
present were the mayor and his wife, Sir Jonathan North, 
Sir Samuel Faire, and a number of executives of manufactur- 
ing institutions. After the mayor’s welcome had been ex- 
tended to the delegates, Sir Charles Higham addressed the 
convention, dealing with the problems of the windowman. 
Condemning heavily trimmed windows, he declared that the 
merchant who overcrowded his display cut his sales possi- 
biliites in direct ratio to the excess merchandise that he 
placed in the window. He paid a tribute to America for 
faith in advertising and display, declaring that American 
goods were making inroads in British markets because the 
American has the courage to advertise and display his wares 
wholeheartedly. 

“What we have to learn is how to sell,” he declared. 
“We know all about making. There are no workmen in the 
world who can beat our workmen; no capital in the world 
available like our capital, if used properly. What we haven't 
learned yet is how to sell the goods. I think 70 per cent 
of the retailers in this town who should advertise are either 
advertising badly or not at all. 

“There is the decoration of your windows. About nine 
out of ninety are properly decorated. You must have a good 
window. The exceptional man goes on the other side of the 
road, looks at his display and says: ‘Look how brilliant it 
is; cleaned well to show the goods properly, red light to 
mark out the ones that attract; display superior to my com- 
petitors.. Can all say it? -How many men and women in 
business in Leicester take such a pride in their shops? 


He concluded with an appeal to his audience to become 
the best window trimmers in the profession, with the fixed 
purpose of dressing their windows better than anyone else. 

He was followed by Sir Arthur Wheeler, E. T. Walker 
and Sir Jonathan North. At the conclusion of their dis- 
cussions the delegates proceeded to the convention hall, 
where F. S. Trott, display manager for Wolsey, Ltd., put 
on the first demonstration. His first display was dominantly 
futuristic and was followed. by demonstrations illustrating 
stage lighting effects. 

The concluding feature of the afternoon was a lecture 
by Stuart Hirst, of C. E. Fulford, Ltd., Leeds, who spoke on 
the subject of boosting shop trade. He strongly advocated 
shopping weeks and civic weeks as a means of increasing trade. 

The Monday evening session was opened with a lecture 
by U. D. Hawkins, display manager for Drage & Sons, Ltd., 
London, who discussed “Furniture Window Dressing and 
Why.” Among the display ideas which he outlined was the 
use of alternate yellow and white lamps and reflectors em- 
ployed in furniture displays. 

On Tuesday morning, A. J. Osborne, display manager for 
Arnold’s, Ltd., Great Yarmouth, was the first on the program, 
giving an interesting demonstration of decorating automo- 
biles with crepe paper. J. B. Ferrier, display manager for 
T. & J. Roberts, Ltd., Sheffield, followed him with a dis- 
cussion of “Making of Unique Backgrounds.” He illustrated 
his talk with specimens of backgrounds that he had recently 


made. Among these were included several made of “Lin- 
crusta” and “Anaglypta.” By cutting the relief work from 
these papers and mounting them on black net in the form of 
screens, panels and settings, extraordinary effects were ob- 
tained. When colored light was introduced, the appearance 
was yet more striking. 

Three tabloid talks, “Seeking Sales in the Trade Winds,” 
by F. H. Kelley, “A General Survey,” by J. S. Chambers, 
and “Don'ts for Window Dressers,” by P. Dobbie, concluded 
this session. 

The afternoon was devoted to an entertainment for the 
visitors arranged by Wolsey, Ltd., local manufacturers. In 
the evening, B. Bailey gave a crepe paper demonstration, and 
“Living Statuary,” involving a display of art and posing, 
was offered by F. S. Trott and Mr. Morcom. 

Two dummy windows were erected on the stage previous 
to the Wednesday session, and delegates from the audience 
at this meeting were invited to come forward and make 
displays of varied products in the space of ten minutes. The 
installations shaped in this fashion were judged by the 
audience, and the first prize went to S. W. Dingle for a dis- 
play of boots and shoes, and the second was awarded to Mr. 
Parrish for a display of Ovaltine. When they had concluded, 
a visit was made to the works of the Imperial Typewriter 
Co., Ltd. A men’s wear demonstration with underwear fea- 
tured was presented by A. G. Luxford, who described the 
peculiarities of his methods as he went along. Holbrook 
Jackson, editor of the Organiser magazines, followed with a 
lecture on modernism and window display and handled his 
subject in a masterly fashion, illustrating his points with 
lantern slides. “Modern Display With Makeshift Fittings” 
was discussed by S. W. Dingle, display manager for Creedy 
& Sons, Exmouth, who put up a display of Van Heusen’s collars 
which won a $500 prize. Practically everv fitting was a make- 
shift and was made of old stands adapted to the occasion by 
the addition of odd pieces of board. 

The session was concluded with an address by L. M. 
Petters, Willing Service Co., London, entitled “Window Dis- 
play as a Part of Outdoor Publicity.’ The speaker treated 
display as an essential link between producer and public. 

No 1928 convention city was picked, although the dele- 
gates expressed a strong desire to hold their gathering in 
London. A conference committee was selected, to consist of 
one delegate from each display association, to form a na- 
tional display council and thus make one central association 
instead of the number of individual bodies now existing. 
Richard Harman was appointed chairman of the conference. 

The concluding feature of this session was a lecture by 
G. H. Downing on “The Artist’s Point of View,” and a 
smoker concert given at the Bell Hotel. At their conclusion, 
the convention was adjourned until next year. 


The interest which British displaymen attach to the na- 
tional convention may be attested by the growth in attend- 
ance since the first gathering. Only a handful attended the 
first meeting and barely 200 came out for the Oxford con- 
vention held last year. The 1927 gathering exceeded its 
predecessors both in size and enthusiasm, and it is confidently 
expected that with the next meeting the delegate body will 
be increased to a size comparable to the American gatherings. 

Creation of the National Display Council will do much 
to smooth the relationship between the various regional dis- 
play bodies. Great Britain, unlike America or Germany, has 
no national display organization, and the activities of the 
windowmen are supervised by several small bodies, each 
operating individually except on occasions such as the con- 
vention, when a loose central executive has been effected. 
With the institution of the display council a means will be 
provided for molding the Britishers into a compact body 
which will gain in solidity with the passage of time. 








52 THE DISPLAY WORLD 


November, 1927 


A Tale By An Old Time Trimmer 


Jere Johnson Was a Wisard of Windows But His Craftsmanship 
Failed Him When the Crisis Came 


By DAVID B. CHAMBERS 
Display Fixture Manufacture, New York City 


EN ALLAUN’S article in the October issue 
of The DISPLAY WORLD is mighty 
true and mighty, mighty interesting. -It 
recalled a story told me by a fellow-trim- 
mer more than a score of years ago. I 

suppose, in a way, that pretty much the same thing 
happens to most of us, varied only in details. History 
is a great little repeater. 

We were visiting together, my friend and I, in my 
little workshop, the partitioned-off corner of the base- 
ment where I conceived my masterpieces, as I fondly 
termed them, when—we looked up to see the most dis- 
reputable-looking being imaginable, short of a profes- 
sional hobo, blocking the doorway. As he caught my 
eye, “Hello, Chief,” he grinned. The grin identified 
him to me through all his disguises. But one man I 
knew had just that grin. I jumped up. “Curtis!” I 
shouted. 

“The same,” replied the man, carelessly, lounging 
in. “Got a job? I sure need that very thing.” He 
glanced meaningly at his clothing and grinned again. 
But not quite so readily this time. 

At the last word a young Jewish lad, my right bower 
in that particular job, and my faithful ally and co- 
worker in all my undertakings, came slowly in. Evi- 
dently he had overheard, for he said in an undertone, 
“There's that stuff left over from the clothing window 
when the storm blew the glass in.” 

A look of understanding passed between us, and 
Ikey proceeded to reach some boxes down from the 
shelving that lined the walls. Soon we had hobo Curtis 
looking like MISTER Curtis and well on his way down 
the street with a letter of introduction in his pocket to 
a neighboring store manager, who but a week before 
had remarked that he had an opening for a trimmer. 

My friend and I sat for a moment or two in silence. 
It had been rather exciting. 

“Think he'll make good ?”’ he offered. 

“Know damn well he will,” I grunted. “And I also 
know that just as soon as my fellow-trimmer Curtis 
reaches a point where he’s confident he’s the very man 
for the job, with his boss a good backer, he'll pack up 
and quit, not even saying he’s going. And the first 
thing you know he'll drop in on another trimmer, as he 
did here today, for another new start.” 

“You seem to know him,” remarked my friend. 
(I did. Curtis more than repaid me for the little I did 
that day, years later. But that—but everyone knows 
what Kipling says about that.) 

“No thought beyond today,” my friend continued, 
“not a thought for the morrow. I’ve seen that kind 
before. Mack, remember old Jere Johnson? The 
greatest trimmer east of the Rockies in his time. Sit- 
ting pretty with one of those merchant princes, the kind 


that keeps on annexing the building next door until his 
store covers a city block. The pet of the profession, 
the standby of the journals. One editor fairly begged 
him for stuff. ‘Just put it down in your own language, 
Jere,’ they'd say, ‘We'll put it in form. Only give us 
all you will. We'll be darned glad to get it.’ 

“Old Jere lived for his windows—very nearly lived 
in them. He thought, spoke, studied, lived, dreamed, ate 
windows. Not a thought for the future; he lived but in 
the present. His sole aim and one ambition was that his 
windows must beat all others; he was content with no 
less. 

“One day, walking into his workroom cluttered up 
with the paraphernalia attendant on the progress of an 
opening, he saw, standing forlornly among the scant- 
ling, paintpots and cheesecloth bolts that surrounded 
him, a youthful, scared-looking, half-American chap, 
with a look of eager earnestness in his eyes. 

“The superintendent sent me up,’ said the young- 
ster. ‘He thought you might use me.’ He spoke a 
broken English, and the thought flashed across Jere’s 
mind that here was nothing to fear. He put the boy to 
doing odd jobs. 


“Time went on, as it has a way of doing. Jere lived 
for his windows, the boy Jean for his future. The lad 
had had a hard enough time landing a job, and he wasn’t 
the kind to trot home Saturday night to the little wood 
shack where he lived alone with his father and tell a 
disappointed old man he’d lost it. For Jean was a good 
boy, and tended faithfully to the tasks given him by- his 
master, eagerly, even hungrily. For even in his loyalty 
he knew in his heart that some day he, too, should have 
his windows pictured in the trade journals and be 
sought after as was his chief. 

“Tirelessly he worked, quietly, steadily, always gain- 
ing in knowledge of this new craft, the art of window 
trimming. At times he would close his eyes and see as 
in a vision /iis windows so proudly pictured, with his 
name beneath them. Slowly his slender, dark fingers 
grew to cunning in the fashioning of sunbursts, pleats, 
festoons and sausages, prevalent in that day, with the 
oddments of cast-off buntings and such picked out of 
the waste. Pinning and tacking and puffing on the bare 
board walls of his home as he had watched his chief do 
in the big store windows, with only his old father stead- 
ily whispering words of encouragement. 


“Gradually, little bits of work in the great windows 
were entrusted to him—little things, too trivial, perhaps, - 
for the cunning of the master hand. Slowly, till one 
day an emergency demanding the changing of several 
windows within the hour arose. They were short a man. 

“*The white goods sale for you, Jean,’ commanded 
old Jere. ‘Into the window with you, lad; let’s see what 
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you can do.’ Jere laughed, so sure was he of himself . 
and of the lad. ° . 

‘Now, Jere was the boy’s idol, as well as his chief. Prepare for Christmas Business 
And no boy given his first chance ever worked harder to 
please his chief than did Jean on that white goods win- 
dow. Summoning up all the practice of months with 
faded, cast-off cheesecloth, he lost himself in his task, 
with the result that his finshed trim was one that caused 
department managers to stare. Even the merchant | 
prince himself stopped to pat him on the shoulder and 
say, ‘Stick to it, son. You'll get there.’ 

And Jean? Jean went home to his father and cried. ° 6 
For, as I think I said, old Jere was the lad’s idol as well | Statuary Bronze Plated Finish 
as his chief. 

From youth to manhood is but a step, the poets say. 
Before the passing of many years Jean’s dream had 
come true. It was bound to, the way he went at it, and 
trimmers in other cities were amazed to find a new name | 7, 
under the pictures of the big store windows. 

“What's the idea? Who is he? What's the matter 




















| 
| 
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with Jere Johnson, that a newcomer, an unknown, (7” x11” Card) (11” x 14” Card) 
shares his laurels?’ went the whispers from coast to No. 324 No. 324-A 

coast. And such is the fickle world. Soon Jean’s win- Furnished in 9, 12 and 15- Extra heavy frame fitted to 
dows were watched for and greeted with greater ac- inch heights... Has heavy sae 
claim that those of his chief had been. For aging hands pein Pivcaiondiconng — > Se ee 


do tremble, Mack, and art recognizes none but steady 


ones. And art must be served. $9.00 Doz. $13.00 Doz. 


“The years passed on, but, of course, such a situa- | 


tion could not last. One day there came to a city on the THE D. J. HEAGANY MFG. CO. | 
| 


western coast, old Jere Johnson. Old Jere now, indeed, | 1121 W. Washington Blvd Chicago 
His once dark hair was now a silver gray. I remember ; 


how it shocked me when he took his hat off. He looked an -_ 
in at a window I was trimming. 
““Got a job?’ he asked, evidently in sore need. I 






















choked. He went on. I’ve lost mine—to my helper, Create Xmas Air by 
Jean,’ he explained. I’d known them both in the big a 
store, you know. I saw there were tears in his eyes, a a See 


Prepared Xmas 
Trees Decorated 
With Electric Light 


Strings, Tinsel, etc. 


and I'll confess there were in mine, too, at sight of him. 
Even the Son of Man, you know, wept in his adversity. 

“LT all but fell out of the window. In no time I had 
something in his pocket and on the way to put some- 
thing under his belt while he told me how it happened. 
I got him a job with the Racket Shop, and soon all the | 
trimmers in town knew, and the buzzing began. 

‘*Has-been, ‘Once-was,’ ‘Better get a decorator,’ | 
and so on. Not specially meant, you know, just thought- 
less; perhaps a little envious of the other man’s record. 
And perhaps a little justified, too, by the work he was 
doing, for old Jere’s hand had lost all its cunning. He 
wasn't even a third-rater. Mentally demoralized, I judge, 
from the ruination of his career and its disastrous end- 
ing. I tried to kee pit from him, but one man alone can 
do little against whisperings. And finally it came to poor 


Write today for 
copy of our 
XMAS CATA- 
LOGUE NO. 2 
illustrating in 
colors Artificial 
Flowers, Plants, 








old Jere’s ears. And once again his name appeared in | Christmas Trees, Fireproof Trees, Vines, 
print. 3 Feet............$ 3.00 each Hanging Baskets, 

“It blazoned across the front sheet of the Morning § Feet:....:...... SPO Weeatha ee: 
News, tribute to his past history, [ suppose. ‘Jeremiah 8 Feet............ 1000 each | 1404 BREE ON 
Johnson, former well-known window artist of the east, 10 Feet............ 12,00 each — 


night walking out into the ocean, his arms outstretched 
FRANK NETSCHERT, Inc. 


before him. He has not returned, and it is thought his 
mind was deranged through troubles.’ — 
“That was all. But his friends knew. He had been 61 BARCLAY ST. NEW YORE, N. f. 





| 
more recently of the Racket Shop here, was seen last | 12 Feet............ 15.00 each REQUEST. 
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‘(Continued on page 61) —— : 
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Drapes Are Gaining In Popularity 


Revival of Dressmaking Strengthens Demand: for Fabrics and Brings 
New Favor for Old Type of Yard Goods Presentation 


FTER a period of extreme popularity dur- 
ing the late “nineties” when the ready- 
to-wear industry was just getting a foot- 
hold, and a subsequent decline in favor 
as the industry won the custom of women 

who had heretofore made their own garments, drap- 
ing is reviving. 


First brought into prominence through the zeal of 
German windowmen who emigrated to the United 
States just prior to the dawn of the present century, 
draping of fabrics over forms so as to visualize the 
appearance of the cloth when made up into garments 
quickly became an asset to the store catering to dis- 
As the dress and cloak shops of 

New York and Cleveland began 
to produce garments with 
greater style and eclat than the 


criminating women. 





local dressmakers could manu- 
facture, interest in home pro- 
duction fell off and the drape 
suffered in proportion. 

But the leveling process of 
volume in the course of a few 
years made it necessary to pro- 
duce similar dresses in huge 
numbers. Individuality was 
wiped out and standardization 
approached. Such a develop- 
ment was altogether in oppo- 











sition to the desires of the 
woman seeking personal dis- 
‘tinction in dress, and, in the 
course of time, the “modiste” 
and specialty shop began to 
successfully compete with the 
ready-to-wear manufacturers. 

Consequently the drape is 
again in favor, and smart dis- 
playmen are making good use 
of it in feature store events. 
The recent fall opening ex- 
hibits saw many developments 
of the idea, the range of vari- 
ance in form being remarkable. 

With the aid of the many 
new models in wax and in 
papier mache which have been 
brought out recently, repre- 
sentative windowmen produced 
strikingly attractive showings of 
fabric. Others, no less astute, 
found that wallboard cut-outs 
and metal draping stands could 
be used effectively. 

Andrew A. Matzer, of the 
F. & R. Lazarus Co., Columbus, 





FALL OPENING DRAPES—Top, 
an odd plan used by A. A. Matzer, 
Columbus, Ohio, to focus attention 
on fabrics; center, an imported 
dance figure supported by modern 
art hangings. This was installed 
by H. H. Tarrasch, St. Louis; base, 
wallboard heads and draping stands 
used by E. H. Furman, Birmingham 
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Ohio, included several drapes in his series of opening | 
windows. One of them, reproduced here, shows drapes 


over the shoulders of two odd forms and a background Holiday Displays Require 
drape used to set off a display of handkerchiefs. Sp otli ght 5 t or Pp ert ect | 


H. H. Tarrasch, display manager for the Stix, 
Baer & Fuller Co., St. Louis, Mo., made a feature of Illumination in Colors 
SUN-RAY SPOTLIGHT com- 


a drape included in his modern art fall opening dis- | 
plays. A German “dancing model” served as the chief 
device for the fabric presentation, two bent rods at | plete with five assorted color 
; : ? ae | films reduced to $7.50. 
either side serving as spans for auxiliary drapes that 
actically filled th ~maind £ th Sead A | At this new low price you can 
practically filled the remainder of the window. 4 | sind tn coated = ees ol 
futuristic figure crouching in a many-angled back- | spotlights to improve your 
| displays so that 
| 
| 

















ground ornament stamped the exposition with mod- dae canal ae 

ernity. A triangular cabinet in riotous color revealed tention. 

an array of toiletries and shoes and added to the color 

appeal. | 

Earl H. Furman, display manager for Caheen’s, 

Birmingham, Ala., clung to conventional styles in his | 
| 
| 
| 
| 





opening drapes, but gave one of them a clever touch 
through the use of a cut-out head. The dainty little 
creature that it presented was clad in an evening 
gown, her short skirt draped over her tee stand sup- | The original aluminum permanent spotlight with high | 
port so that the effect closely imitated the hoop skirt power satin silver reflective surface. 

now popular for fashionable evening wear. The prin- 
cipal drapes were executed in draping stands, two of 
them “peaking” at the top, and the third showing an . 

expanse of the fabric over a board. Suw-rag 


Inc. 


| 
| 
How to Correctly Light Fall Colors Lighting Products | 


119 Lafayette Street, New York 


Order now to avoid delay in receiving yours—holiday | 
rush is coming. 


Absolute satisfaction, guaranteed. 


If your display fixture dealer cannot supply you, tell | 
us his name and we will fill your order promptly. 





(Continued from page 18) 


duce very accurate results if the spotlights are used as 
directed. 

The list showing the proper gelatine colors to be combined 
to produce the twenty-four feature colors of the fall 1927 


Cheney silk line is as follows: 
Cheney Silk 









































Color Gelatine eee to Be Combined to Match 
No. Name No. Nam No. Name 
4910—Platinel....... 59--Daylight Blue (alone) 
5028—Kern............ 34—Special E 59—Daylight Blue 
5447—Foamgreen...... 32—Med. Malachite 59—Daylight Blue 
5467—Cedamon....... 11—Yellow 64—Flesh 
5517—Cedared......... 14—Special D 64—Flesh 
5546—Nightshade..... 51—Steel Blue 57—Medium Navy 
5547—Matinel......... 59—Daylight Blue (alone) 
5548—Noonblu......... 51—Steel Blue 59—Daylight Blue 
5549 Olivet........... 34—Special E 59—Daylight Blue 
5550—Seamoss......... 32—Med. Malachite 59—Daylight Blue 
5551—Seadeep......... 32—Med. “Malachite 34-Special E 
5552—Brigantan...... 11—Yellow 64—Flesh 
5553—Sandsend....... Clear 
5554—Desertan....... 59—Daylight Blue (alone) 
5555—Sandor ........ 59—Daylight Blue (alone) 
et a ee, 71—Light Scarlet 
5557—Cinnawood...... 18—Dar range 75—Dark Carmosine : 
5550—Geagray....... 32—Med. Malachite 59—Daylight Blue and Mailing List Catalog 
5560—Duskblu.........51—Steel Blue 56—Light Navy 
5563—Distanel........ 56—Light Navy (alone) Gives counts and prices on over 8.000 
5572—Auraflamme.....73—Dark Scarlet 75—Dark Carmosine different lines of business. No matter 
5575—Corinel....... .59—Daylight Blue 64—Flesh what your business, in this book you 
5663—Inkblu.......... 23—Lavender 51—Steel Blue pn ponte ane langy > ee of your prospec- 
C66 \" yb, ae so. x1q . 
£664—Nutshell... .... 23—Lavender 59. Daylight Blue Valuable information is also given as to 
how you can use the mails to secure 
MODERNISM IN SMALL GOODS FIXTURES orders = inquiries for your products 
Fixtures used in displaying purses, gloves, and toilet acces- eee * 
sories are beginning to assume the angular form peculiar to RL pence Co e~ Copy 
modernism. Already Russek’s New York store has shown Pesos Pata ei ae ey ae 
a number of these including the acute angle, the circle sub- Mailing List Gamuiininn dienes Otaetien 
divided into arcs, a step arrangement on a bar mounted at an Producers of Direct Mail Advertising 
angle of forty-five degrees, and a stand built of spheres 





mounted on an upright rod between which a number of glass 











shelves are placed at intervals. : 

All of these fixtures are nickeled and appear very well Show Card Writers and Window Trimmers 
when used to display handkerchiefs, jewelry, gloves, bags Mayer Brushes and Moist Water Colors Give Con- 
and similiar accessory items. They are the products of the tinuous satisfaction. We invite your correspondence. 
Parisian House of Siegel, and are distributed in the United 
States by the International Clearing House of New York, Address JOSEPH MAYER & CO. 
las 25 East 14th Street New York, N. Y. 
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Livening Book and Stationery Trims 


The Reader's Desire for Possession Can Be Kindled by Exploitation 
of the Romance That Lies Between the New Edition’s Covers 


ITERATURE may enfold the records 
of accomplishment and experiment, of 
triumph and despair, the paean of victory 
and the agony of the heartbreak, but 
when the displayman fills his window 

with books none of these attributes will be apparent 
to the masses that pass. 

A book intrinsically is but a collection of pages 
and covers and there is little romance in paper stock. 
To successfully merchandise the printing, the theme 
must be exploited. The characters that dwell within 
its pages must be brought to life, visualized and 
shown in their heroic roles. 

The book store has been slow to realize this fact. 
Their windows have been largely but mere arrays of 
current publishings informing the passer that the 
house is able to supply him with wanted volumes. 
Sut real selling has been overlooked, and what ire- 
mendous opportunities have been scrapped in the 
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process. “Main Street” brought instant fame to Sin- 
clair Lewis primarily because of the painstaking pic- 
ture which he drew of rural towns and their society. 
There was little dash or glitter to the characters; the — 
great flood of interest that welled up had its origin in 
the background that he drew. Clashing types, bravely 
struggling for expression, were given lustre by con- 
trast with its sombre tones. It was his faithful por- 
trayal of the drabness of a life known to thousands 
of fellow-Americans, and his vocalizing of their pro- 
test aeainst its uniformity and homeliness that won 
him acclaim and gave his book its remarkable sale. 

But its success was not due to the efforts of the 
book sellers. They simply pocketed the profits of his 
ability and the word-of-mouth advertising which his 
unusual book set in motion. 

Gradually it is dawning upon the book merchant that 
the wealth of human interest which rests within his 
wares, the colorful pictures of life, the glamour of ad- 
venture in far-off lands, and the 
lore of science offer all that is 
necessary to endow windows 
with a charm and an appeal that 
can be made to startle the casual 
passer. 

Witness the graphic war 
scene shaped by Everett Quin- 
trell, display manager for the 
Ider & Johnston Co., Dayton, 
Ohio, when “Aw, Hell” was 
being introduced. This piquant 
novel of the great war with its 
intimate views of the Amer- 
ican doughboy in all the vicissi- 
tudes of war-time life quickly 
made a reputation, but it had 
none of the strength nor social 
purpose of “Main Street” or 
“Elmer Gantry.” It simply pro- 
vided the reader with a faithful 
and informative account of sol- 
diering in the great war, and its 
marketing called for greater ex- 
ertion than the much-discussed 
Lewis’ writings. What could 
be more fitting in bringing it 
quickly to public attention than 
the show window presentation 
CAN’T RESIST THEM — The 
reader finds instant appeal in these 
displays. At the top A. A. Matzer, 
F. & R. Lazarus Co., Columbus, 
symbolizes “Wee Women” in un- 
usual fashion; at the base is an 
Everett Quintrell display vividly 
associating “Aw Hell” with the 


great war; the center shows a sta- 
tionery trim by Matzer 
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of a sector of trenches, with a steel-helmeted figure 
crouching hehind them? Such was Mr. Quintrell’s 
window scheme, supported by such stage properties as 
a wall of sandbags, a gas mask stretched over the ram- 
part, a pictorial canvas in the background revealing a 
battle-scarred thicket, its trees shattered by artillery fire. 

Not so arresting, but, nevertheless, appropriate 
was the attraction device used by Andrew A. Matzer, 
director of display for the F. & R. Lazarus Co., Co- 
lumbus, Ohio, when exploiting ““Wee Women” in a 
recent display. On an elevation in the center of his 
window Mr. Matzer placed a miniature house front- 
ing on a tiny lawn on which small feminine figures 
were placed. On a balcony appeared a copy of the 
book, tying up the attraction motif with the showing 
on the floor of the window. In the’ wings were two 
stands surmounted by china lamps, which cast their 
glow upon stacks of “The Dim Lantern,’ ’symbolizing 
the title. 

This is not a new idea with Matzer. Last Christ- 
mas, for instance, he produced a display of children’s 
books that made peculiarly good use of the romantic 
qualities of their themes. The featured book was a 
volume of Chinese fairy tales, and from these the 
Columbus display manager picked a yarn of sea ad- 
venture that was craftily expressed in a_ beautiful 
fabric hanging, to which cutout figures of the char- 
acters in the tale were appliqued. 

It is worth the effort to pore over the best means 
of presenting a new book. Nothing is so dull and 
uninteresting as when shown in mass; nothing has as 
much possibility for arresting presentation when the 
highlights of its contents are pictorialized. 


In contrast, the brightness and decorative qualities 
of stationery are so pronounced that the display, no 
matter how artless, can scarcely fail of a measure of 
attractiveness. But the passer’s interest can be greatly 
enhanced if the displayman’s ability brings out these 
qualities through arrangement, accessories and deco- 
ration. During the holidays when these wares are 
favored as gifts, artistic displays are exceptionally 
valuable. 

The mode of arrangement used by Mr. Matzer in 
an opening window merits close attention. Here were 
boxes of paper on tables, flat on the floor, and tilted 
at angles on supports. Leather memorandum books 
were introduced as reliefs at one point, and pen sets 
at another. Prettily framed “sentiments” in eye- 
arresting colors injected additional spirit into the 
showing. In the background a modern writing desk 
served as a centerpiece sharing in the interest but 
tying up well with the theme of the window. All of 
the implements of correspondence were there, each 
supporting the other, and all together working toward 
promotion of the selling urge for stationery. The 
background’s disconcerting whiteness was broken by 
a long garland of foliage, hung on two centers 
in such a fashion that a long fold was festooned down 
through the center of the back flanked by two longer 
strands extending into the foreground. By this deco- 
ration the tedium and bareness of the stone textured 
wall was relieved, and the showing given warmth. 
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Window 
display 
installation 
service 


The 


Reuben H. Donnelley 
Corp. 


Chicago Philadelphia 
352 E. 22nd St. 1214 Race St. 


New York 
79 Madison Ave. 

















Screens, Hangings and Panels 
For the Better Type of Window Displays 


We specialize in decorative painting on silk or other fabrics, 
canvas and wood, to meet the requirements of discriminating 
display managers. 


We carry out your own ideas or submit rough sketches that 


will carry out the spirit of the store, the event to be featured, 
or the decorative treatment desired. 


GRAVES ART STUDIOS 


Incorporated 
.307 W. Chestnut St. Louisville, Ky. 








Advertisers --- Manufacturers, Etc. 
The most wonderful signs, show cards, 
etc., in all colors, with gummed paper, 
without ink, can be produced with our 


“KRAUSE” EMBOSSING PRESS. No 
experience necessary. 


HOFFMANN TYPE CO. 
112 E, 13TH STREET NEW YORK CITY 

















SPECIAL CHARIESENEWION 
FEATURES Moving MES ENE Ocean + 
ae eee ettes eve, pu, Wee Ene 
= Stremicsts. "Soca, "Saleh 
DISPLAY Bunch Lights and Window 
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Still at Sea on Selling Features 


Advertisers’ Displays at W. D. A. A. Convention Show Producers 
Uncertain as to What Sells-—All Possess Varying Ideas 


By ROBERT R. BROWN 
Display Counsel, New York City 


HE window displays exhibited at the Win- 
dow Display Advertising Association 
convention admittedly possessed the 
A B C of merchandising but obviously 
lacked the X Y Z. Ina recent article in 

this publication the writer attempted to show dis- 
play’s need for selling instead of advertising at the 
point of sale. At the convention he was all eyes 
and ears for further light upon this subject, and, 
to his surprise, ran against the greatest paradox of 
his experience as between the keynote of the con- 
vention hall and what was on view in the exhibit hall. 


In the convention hall almost every speaker who 
had anything to say relative to display spoke of the 
importance of its sales possibilities, and yet repeated 
tours around the exhibit hall failed to reveal a single 
display in all that array which contained the X Y Z 
of merchandising messages designed to close the sale. 
Perhaps this observation may be passed off as a per- 
sonal opinion, but it is not a matter of opinion that 
no two displays in the entire hall showed any basic 
elements of similarity. Apparently every producer’s 
idea of what constitutes a selling display differs not 
only from every other producer’s idea, but also with 
every account within their own exhibits. Here were 
all these producers professing the single purpose of 
sales in the convention and no two of them going 
about attaining that end in the same way. Obviously 
the sales feature spoken of in the meeting when 
visualized in the exhibits, boiled down, consisted 
merely of difference in layout and coloring. 


Had there been a traffic cop at the convention 
when Mr. Van Horsen, of Johnson & Johnson, in his 
able address made a plea for more displays that sell, 
he should have blown his whistle, thrown the signal 
“stop,” and, with upraised hand cried, “For the sake 
of our cherished industry let us go no farther until 
we had decided and agreed among ourselves as to 
just what basic factors constitute a selling display.” 
It takes no unusual imagination to picture the “kick 
back” to the industry when ten different producers 
approach one advertiser’s problem from ten utterly 
different viewspoints and all claim that their displays 
sell merchandise. One producer approaches the 
problem from the standpoint of art, another from 
cardboard acrobatics, another from economy, another 
from the poster angle, another from the abbreviated 
magazine page angle. One says this point is vital 
and another that; one puts the vital point here and 
another there; where one says “Do,” the other says 
“Don’t.” All these approaches to a single objective— 
selling. What must the advertiser think? Well, some 


thought of “hash” must flash through his mind; cer- 
tainly not the sales possibilities of displays. 

With all respect to the analytical attainments of 
science, were it possible to place side by side the com- 
posite pictures (each picture to consist of all that has 
been produced so far in their respective mediums) of 
a poster, a magazine page, a display newspaper page, 
a show card and a window display, neither the micro- 
scope nor the telescope could discern basic differences 
between the window display and the other mediums. 
It must be concluded that producers consider a “‘sell- 
ing display” as “something different” put in a win- 
dow. No doubt the mere act of placing an advertise- 
ment in a store window gives it a sales aspect, and 
so it does to a certain degree, but it is passive rather 
than active. Likewise a salesman’s card presented by 
a purchasing agent establishes his claim to the name 
but does not make him a salesman. Window displays 
must have positive definite selling attributes if they 
are to do a sales job worthy of their hire in the 
window. 

No one thing would do more for the dealer helps 
producers than identification of the basic selling 
elements of window display. Window display is 
already versed in the A B C of merchandising, which 
is advertising, but it is woefully ignorant of the 
X Y Z, which is selling. 


How the Patch Poster was Created 


(Continued on page 30) 


of the picture” in the most amazingly life-like way. A 
glove, a shoe or a hat which seems lifeless in the hand, 
will “come alive” on one of these posters, and will gain 
a conspicuousness that is obtainable in no other form of 
pictorial art. 

The materials and the workmanship of the Cora 
Patch Posters guarantee an unusually long poster-life, 
Indeed, they practically never wear out. National ad- 
vertisers can, therefore, circulate them most satisfac- 
torily throughout their lists of dealers. 

When the advertised product is subject to seasonal 
or yearly style change, the Scovil posters can be re- 
dressed in the new fashions just as effectively as a doll 
or a wax figure. Miss Scovil has just completed the 
re-dressing of a series of twelve posters for a nationally 
known manufacturer. 


From the technical, advertising man’s standpoint, 
the greatest merit of her posters lies in the fact that, no 
matter how clever, charming or ingenious, they never 
get away from their subject. ‘They show the actual 
merchandise right in the poster.”’ 
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Prove Good Windows Boost Sales 


Gold Medal Camp Furniture Dealers Demonstrate This 
in Fifth Annual Display Contest 
By C. E. PUGH 

Gold Medal Furniture Co., Racine, Wis. 

HAT a good window display materially in- 
creases sales was strikingly demonstrated in 
the fifth Gold Medal Window Display Con- 

. test. Dealers reported generally that during 
the time the display was on, and for weeks following, 
the sales of Gold Medal and allied lines showed marked 
increases. In fact, many dealers found the first display 
so profitable that they put in a second window display 
later in the season. Most of these dealers showed camp- 
ing and touring uses in one window and lawn and porch 
uses in another. 

The first grand prize of $100.00 was awarded to the 
Steel Hardware Company, of Wichita, Kansas. This 
was one of the finest displays ever entered in any Gold 
Medal contest, and does credit to the ability of Nat. 
Wylie, the store’s window trimmer. This store was so 
pleased with the sales resulting from the first display 
that they put in two other displays, both of which fea- 
tured camp and touring uses of Gold Medal. 

Entries and photographs were received from prac- 
tically every state and from every kind of a store where 
folding furniture could be sold for camping, touring 
and home uses. 

An outstanding feature of this contest was the gift 
of a “Gold Medal” colored No. 35 Folding Arm Chair 
to every qualified entrant, in addition to other window 
trim material. The chair itself has a retail value of 
$5.50. Twenty cash prizes were awarded, ranging from 
the first grand prize of $100.00 down to ten honorable 
mention prizes of $5.00 each. Gold Medal window dis- 


play contests are held annually, and have always been 
very profitable and an impetus to dealer sales. 
Winners in 1927 Window Contest 

First prize—Steel Hardware Co., Wichita, Kans.; 
second prize, Ogden Hardware Co., Ashland, Ky.; 
third prize, Phelps-Dodge Mercantile Co., Dawson, 
N. M.; fourth prize, Havre Commercial Co., Havre, 
Mont.; fifth prize, Indianola Hardware Co., Indianola, 
Ia. ; sixth prize, Watterson’s Furniture Co., Greene, Ia. ; 
seventh prize, Schuler’s Department Store, Mt. Shasta, 
Calif.; eighth prize, R. J. Patton Co., Cincinnati, O. ; 
ninth prize, Zebulon Supply Co., Zebulon, N. C.; tenth 
prize, John C. Ross Hardware Co., Austin, Texas. 

Honorable Mention 

Ogden Sporting Goods Co., Ogden, Utah; Zion In- 
stitution & Industries, Zion, Ill.; Wheeling Tent & 
Awning Co., Wheeling, W. Va.; Valentine Hardware 
Co., Boulder, Colo.; Kimball-Upson Co., Sacramento, 


‘Calif.; Carlisle & Bristol, Fargo, N. Dak.; Cooper 


Hardware Co., Los Angeles, Calif.; Omohundro Hard- 
ware & Furniture Co., Whitesboro, Texas; J. S. Krause 
Hardware Co., Bethlehem, Pa.; J. P: Lowe & Son, 
Neillsville, Wis. 
ONLI-WA OPENS PHILADELPHIA AGENCY 

Displaymen in the Quaker City and the eastern territory 
are provided unusual buying advantages since the opening 
of a new sales room by The Onli-Wa Fixture Co. at 3635 
Lancaster Ave., Philadelphia, in charge of Axel Malm and 
a staff of consulting salesmen and mechanical engineers 
who will cover Pennsylvania, Maryland and New Jersey. 
They will have on exhibit at all times fourteen of the most 
attractive designs of fixtures in wood and combination wood 
and wrought iron. Previously it was possible to reach dis- 
playmen in this territory only on occasional visits from the 
home offices in Dayton, Ohio. With the opening of a sales 
room in one of the principal buying centers of the east, a 
cordial invitation is extended to visit the Onli-Wa special 
representatives and obtain quick service. 
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Executives Glimpsing Display Power | 


Realize That Windows Hold Strategic Position in Selling—W hat the 
Jantzen Knitting Mills Obtained from Their Contest 


By'E. H. STROBECK 
Botsford-Constantine Co., Seatile, Wash. 


ORE and more are the i 
manufacturers realiz- 

ing the importance 

that window displays 

play in their problem 

of distribution. For 
a long time the window displaymen 
have known of their own impor- 
tance in the economic distribution 
of goods, but have had difficulty in 
making the manufacturer or dis- 
tributor realize this. ‘Even their 
own employers have been, in many 
cases, lukewarm when window ap- 
propriations were discussed. 

Too long have the advertising 
men been kings. But by consistent 
work and education, and a_ thor- 
ough knowledge of the power of 
well-planned windows, the display 
profession has found that the tide 
has gradually turned. They are 
beginning to be recognized as im- 
portant factors in a manufacturer's 
merchandising plans. More thought 
is given to window display, both by 
the merchant and manufacturer. 

More attractive helps are being 
produced for the displayman to use 
in his windows. 

The more progressive manufac- 
turers have known the importance 
of getting their products favorably 
displayed. By holding contests they 
have enlisted the cooperation of the 
display managers throughout the 
country. Wide-awake retailers en- 
couraged their display managers 
to enter these contests. : 

The Jantzen Knitting Mills, 

Portland, Ore., makers of the Jant- 

zen swimming suit, whose Red 

Diving Girl trade-mark has_ be- | 
come so well known throughout the ) 
world, have always felt that win- 
dows played an important role in 
their scheme of national distribu- 
tion. 

Show cards, window streamers 
and backgrounds have always been 
furnished free to stores requesting 
them, but there was something 
lacking. So they decided to enlist 
the cooperation of the displaymen. 
They did this by means of a na- 
tional window display contest. 
Cash prizes were awarded the 
winners. Prominent display man- 
agers, with a national reputation, 
were secured as judges. 

Enlisting the cooperation of the 
displaymen, the Jantzen people se- 

: cured better displays for their 

LEADING PRIZE WINNERS—Top, First Prize Window by G. J. Eisenberg, Falk product. By better displays, greater 
Mercantile Co., Boise, Idaho; Center, Second Prize, C. Walter Johnson, Dickson-Ives sales for the stores. Greater sales 
Co., Orlando, Fla.; Base, A. Hondorp, Herpolsheimer’s, Grand Rapids, Mich. for the stores, more reorders from 
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the factory. Results were so grati- 
fying that this part of their na- 
tional advertising campaign has 
become established. 

Last year was perhaps the most 
successful of their contests. Entries 
were received from all parts of the 
country. .Two divisions or classi- 
fications were held: One for the 
full-time display manager, those 
devoting all their time to the dis- 
play of merchandise; another for 
part-time displaymen, or _ those 
who had other duties besides tak- 
ing care of the windows. This was 
done in order to make the contest 
more equitable. It was felt that 
the part-time displaymen, working 
usually in the smaller stores, would 
be hampered, in competition, by the 
more elaborate settings and equip- 
ment of the bigger stores. This 
plan worked out very satisfactorily. 
Prizes for each division were the 
same. Besides the cash prizes, mer- 
chandise prizes of a Jantzen swim- 
ming suit were distributed to all 
those who sent photographs of their 
windows, but who did not receive one of the cash awards. 

The first prize was $150; second, $100; third, $50. The 
large number of contestants and the high quality of the 
displays made it difficult for the three prominent New York 
City display managers, who acted as judges, to select the 
winners. But after much disclssion and weighing the merits 
of each entry, the awards were made as follows: In the 
full-time divisions: First prize, G. J. Eisenberg, The Falk 
Mercantile Co., Boise, Idaho; second prize, C. Walter John- 
son, Dickson-Ives Co., Orlando, Fla.; third prize, A. Hon- 
dorp, Herpolsheimer’s, Grand Rapids, Mich. In the part- 
time division: First prize, Vital Bourque, The Paris, San- 
ford, Maine; second prize, Al Smith, Ulmer’s, New York 
City; third prize Bob Hanson, Nelson-Moore Co., San Diego, 
California. 

Four of the prize-winning displays are shown here. At- 
tractiveness, both in the backgrounds and settings, was noted 
in all the displays. Many stores used living models, having 
them pose in their windows during certain hours. This 
created a lot of comment and interest. Wax figures were 
employed extensively; even the. smaller stores used them to 
good advantage. Appropriate settings of beach and lake 
scenes and swimming pools, with well-posed figures, added 
a realistic touch to many displays. 

The contest was a success from every standpoint, manu- 
facturer, retailer and displayman alike sharing the benefits. 
It offered very substantial proof that the manufacturer can 
secure very generous display cooperation when a competitive 
event of this kind is planned properly and full assurance 
is given that the awards will be assigned in accord with the 
best display practice, as judged by recognized professional 
display managers. The entries, coming as they did from all 
types and sizes of stores, from the large as well as the small 
cities, indicate what a potential avenue for building sales 
and good-will is offered by the window display contest. 





A Tale by an Old Time Trimmer 


(Continued on page 53) 


my idol, too, in the old days. See you later, old man,” 
he suddenly said, and, jumping up quickly, left the 
room. 

After my friend’s sudden leaving I fell to thinking, 
there among my window traps. If old Jere Johnson 
had given but a few minutes’ study a day to something 
else besides his windows he would have been ready when 
the time came for his replacement by a younger man. 





The Leader in the Small Store’s Division—An Interesting Design Fashioned by 
Vital Bourque, The Paris, Sanford, Me. 


For window trimming is an exacting master. When 
“out with the old, in with the new” is the order of the 
window-trimming day it is avaricious of a man’s bodily 
strength. One-day sales windows are trying when a 
man is no longer brimming with youth. Day and night 
work for weeks at a time to prepare for an opening 
becomes well-nigh impossible to the man who finds his 
breath growing short as he runs up the ladder, or stoops 
too frequently or too fast. For the opening windows 
must be topnotchers, and there must be a satisfactory 
account of the money spent if he is still to retain his job 
as a chief of display. 

But age has a way of creeping upon us, and it is of 
that which we must think, and for that which we must 
prepare. For speed and brawn and twenty-three hours 
out of twenty-four a day spells YOUTH. 

You owe it to your employer faithfully to trim his 
windows, and well, that you may earn the wage he pays 
you. But you owe something also to yourself, and that 
is the greater thing. You owe yourself your future— 
your future when your employer will not have need for 
you, unless you yourself have paved the way. Culti- 
vate some activity other than your window work. 
Choose some congenial department and master its de- 
tails. Devote off hours to selling. Study merchandis- 
ing. But study something that will stand you in good 
stead when the years begin to tell upon your work. 
Keep your mental lamps trimmed and burning, that the 
way be not too dark when the blow falls, as it fell on 
poor old Jere Johnson. For as inexorably as one weight 
of the clock rises, so does its mate relentlessly fall. 





CARNEY QUITS REMINGTON POST 

Peter P. (“Pete”) Carney has resigned as director of 
advertising and publicity for the Remington Arms Company. 

Mr. Carney has been with Remington for two years, and 
before that he was connected with Winchester and duPont’s. 
During his regime at Remington he reorganized the adver- 
tising and sales promotion departments, made a complete 
change in the methods of advertising and created new ideas 
in the way of window trims. He will be succeeded by Bayard 
Jones, who has been connected with Remington for a num- 
ber of years in the position of export advertising manager. 
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STORE EQUIPMENT DIGEST 


Fixtures --- Show Cases --- Store Fronts --- Plans --- Equipment 
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A New Front with Unique Advantages 


Denton-Jonap Co. Installs New Windows Yielding Greater Display 
Facilities Combined With Unusual Illumination 


ECOGNITION of the importance of dis- 
play space and the bearing of lighting 
upon display is contained in the new 
store front installed by the Denton-Jonap 
Co., of Cincinnati, following consolida- 

tion of the Jonap Co. with the Denton store. In a 

huge arched canopy-like space, new arcade windows 

have been placed around a lobby formed by the con- 
struction of a large island which occupies most of the 
space fronting on the street. 





This stretches along the sidewalk for a distance 
of eighteen feet, flanked on each end by the extremes 
of the arcade windows. It has two entrances con- 
cealed from the passers’ views by hangings, is seven 
feet deep, and contains 126 square feet of display 
space. 

Both the arcade and island sections are floored 
with black velvet, and decorative features of the 
former are wrought iron gates which appear in the 
center of each unit, finished in bronze and backed up 
by satin hangings. Each gate is flanked by a pair 
of wrought iron lanterns of antique design, creating 
a delicate relief to the caenstone used as the finish 
for the backgrounds. Valances are of wood. 

Each of the arcade windows contains three sec- 
tions. The first, near the street, is six feet long and 
adjoins the center unit, which has a frontage of twelve 
feet, and a third section, five feet long, paralleling the 
principal entrance. The depth of each section is ap- 
proximately seven feet. The lobby is paved with 
terrazo marble and is lighted by a crystal fixture. 


aged 
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Mlumination of the arcade windows is provided 
through fifty-six 200-watt lights equipped with X-ray 
reflectors, arranged in two batteries of twenty-eight 
lights. The island window has thirty-three lights. 

The large number of lamps was specified by Dis- 
play Manager Weiler, who is a strong advocate of 
day lighting. Eighteen alterating circuits enable him 
to govern the volume of light required at different 
periods of the day, his controls providing for use of 
half of the lamps when the necessary volume is low. 

Believing that reflections in the afternoon when 
shopping is heaviest not only diminish store prestige 
but also lower sales possibilities through the difficulty 
in viewing the displays which they create for the 
shopper, Mr. Weiler insists upon use of all of his 
lights in the afternoon and cuts the number in half at 
sundown. 

The angular form of the arcade front produces a 
triangular recess behind each half. This space has 
been taken over by the display department, one of 
them serving as a storage room, the other becoming 
the quarters of the cardwriters. 

One of the first displays installed in the new front 
was a showing of “Ruby Ring” hosiery, which is repro- 
duced in the illustration appearing below. The remark- 
able clarity of this display and the avoidance of conflict 
with the arcade windows is revealed the moment close 
inspection of the details is made. Despite the fact that 
the caen stone walls of the back windows are visible 
through the island display’s panes, the goods in the front 
window stand out clearly and sharply. 





The New Island Window Embracing the Major Portion of the Front Has a Battery of Thirty-three Lamps 
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Prepared fire proof. Oak sprays in brown, green or 
red, 3 ft. long, per 100, $8.00 Beech Sprays same color 
and same price—sample furnished prepaid. 








Rumbley’s Greens 


Natural and preserved are used by the leading 
stores of America in large quantities for Fall 
Displays. They give the windows and store in- 
teriors that “‘inviting’’ appearance. 


Satisfaction guaranteed or no money expected. 


Wild Smilax, standard case 2x2x4........... $4.50 
Ue aN 865s nee on 64 ga sen 84 4 er 2.25 
Magnolia Foliage, same case as Smilax.......... 4.50 
Needle Pines, per 100 assorted lengths........... 8.00 
Needle Pines, per deme... :... .. 2 oes ceased. 1.50 
Florida Gray Moss, 25-lb. bag.................. 2.50 | 
Natural Log Moss, bag, 10 square feet........ .. 2 
Dyed Log Moss, best grade, 10 square feet..... 4.50 
Palm Leaves, per 100 large leaves............... 4.00 
ee . 2.50 
Pines Cones, large perfect cones, per dozen....... 1.00 


All prices F.O.B. Evergreen by express, terms net 30 days; | 
wire or write; your orders will have our personal attention, 
special prices on large orders. 


The Rumbley Co., Inc., Evergreen, Ala. 
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Valences 


The Smart 
Thing for 
All Display 
Windows. 
Write for 
' Information 
and Prices. 








172 ATLANTIC AVE. 
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KLEE DISPLAY FIXTURE CO., Inc. 


- Manufacturers ROCHESTER, N. Y. 























HEADS 


That Will Fit 
Over Your 
Regulation Dress 
Forms No. 200 


Converting them into 
graceful mannequins 


Papier Mache—Washable 
Non-Peeling 


Send for literature 
No. 480-F—$11.75 each 
No. 200—$6.75 each 


ANGLO DISPLAY FIXTURE CO. 


246 West 38th St, NEW YORK CITY 














FREE SAMPLE 
Uid-n 
To Prove It Will Renew 


faded and soiled rugs, drapes and all pile fabrics without boil- 
ing—you merely brush it on. Beautiful results are easy, quick 
and certain.. The money you save in a short time will enable 
you to plan better windows and buy more pretentious display 
material. Your FREE SAMPLE awaits your name and address. 


RUG-NU CO. 


209 N. WELLS ST. 








CHICAGO, ILL. 
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Imparting Zest to Men’s Apparel 


Color Is Always Arresting and Tic-Ups With Current Events or 
Movements Are Helpful—kxplanatory Ribbon Makes Value Evident 


OUTH dominates apparel for both sexes at 
the moment with a commanding influence 
that maturnty does not question, and gen- 


erally accepts. What appeals to the young 


business man is deemed satisfactory to his 
seniors if there is a “fighting chance” to wear the gar- 
ments without inviting reproach. 
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And youthful craving for color has been answered 
on all sides. Light-hued suits that a few years ago were 
only for the “dude” are now adopted by the conserva- 
tive without the flicker of an eyelash. Bright ties, once 
branded as freak favorites of the collegian, are much in 
vogue. Colored collars, matching shirts, have made no 
end of trouble fot the producers of the white variety. 

Color has the spotlight, and 
the proper place to capitalize it 
is in the window. It can be 
introduced through art panels, 
velvet drapes, or foliage, but it 
is far better to enliven the dis- 
play with colorful merchandise. 
A capital illustration is found 
in the men’s wear showings 
effected for the Columbus, Ohio, 
fall opening celebration of the 
F. & R. Lazarus Co., by An- 
drew A. Matzer and his assist- 
ants. In one of these, repro- 
duced in a parallel illustration, 
a conventional unit display in 
ensembles was given tone by a 
wax figure clad in a flashily 
colored lounging robe,, and a 
draped robe of a different ma- 
terial was skillfully draped from 
the end of a table ir: the center 
of the background. This central 
unit served to win attention, 
which, once arrested, was di- 
verted to the remainder of the 
installation. 

When Harold E. Engerti, 
display manager for Woods & 
Taylor, Knoxville, Tenn., built 
a recent display, bidding for the 
attention of young men, he used 
a horizontal fabric panel in his 
background as a base for pen- 
nants of the University of Ten- 
nessee and local high schools. 
But he did not limit the appeal 
of his window to a young audi- 
ence; models for older men were 
presented, and a show card made 


FOUR TESTED DESIGNS—At 
the top, A. A. Matzer, F. & R. 
Lazarus Co., Columbus, Ohio, uses 
a colorful dressing gown as an 
attraction device; upper center, 
Harold Engert stamps youth on 
his display with school pennants; 
lower center, “Bob” Hanson arouses 
curiosity with a tiger stripe tie-up; 
base, William McKeon brings out 
shirt values. with stickers and 
ribbons 
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it plain that the store was prepared to serve men of 
greater maturity as faithfully as their juniods. Emu- 
lating the best examples of clothing displays, he con- 
structed his window in the three-unit plan, ensembles in 
each unit embracing hats and shoes. 

“Tying up with national advertising” is fine in the- 
ory, but not worth a kopeck unless the ‘tie-up’? makes 
the merchandise attractive. When it is possible to use 
an advertising motif as a genuine attraction device, not 
only calling to the passer’s mind recollection of the ad- 
vertising, but bringing him to a stop by its oddity even 
before the link between the window advertising is re- 
called, the skill of the displayman is of extraordinary 
character. Such was the achievement of “Bob” Han- 
son, display manager of the Nelson-Moore Co., San 
Diego, Calif., when he prepared a setting featuring 
Kuppenheimer ‘Tiger Twist” garments. The spectacle 
of a large tiger head used as the central unit of his 
triple ensemble arrangement halted the passer ; stopped, 
he could not fail to see the garments shown at the left 
and right. While not comparable to the pretentious 
entries of several other candidates for prizes in the 
House of Kuppenheimer 1927 display contest, his win- 
dow had so much to commend it that the judges awarded 
him “‘honorable mention.” 

Shirt displays are generally. marked by a stale- 
ness and an inflexibility that give them a standard, 
unchanging appearance. They may be shown on 
busts or boards, or piled flat; in some of the smaller 
stores they may even be hung to wires, but it is a 
rare occasion when a displayman finds a new means 
of showing them and building a sales story around 
them. 

William McKeon, display manager for Kresge’s 
Department Store at Newark, N. J., recently exhibited 
that capacity in a sale display, which, avoiding the 
“stocky trim” that might have been expected, con- 
tained but a handful of shirts on boards, stands and 
shelves. 

But in the center, serving as a central unit of a 
series of three, was a shirt opened wide so that all 
of the features of manufacture could be brought out. 
Eight salient advantages of the brand were empha- 
sized on small cards close behind the pane. From 
these, ribbons ascended to the shirt, marking the poer- 
tions of the garment improved by these refinements. 
These cards repeated points emphasized in the adver- 
tising preceding the sale, and the link between win- 
dow and the printed message was made evident by 
two proofs shown beside them. While the drive was 
for shirt sales, Mr. McKeon did not discount the value 
of inclusion of neckwear and made an exhibit of 
fashionable ties that had instant appeal to the mass 
of shirt buyers. 


WINDOW SHOPPERS FORCE TRAFFIC CHANGE 


The twelve-mile-per-hour maximum speed rule in force 
on Monroe Avenue in Grand Rapids, Mich., for several 
months has been altered to increase the maximum to fifteen 
miles per hour. Safety Director James Sincke declared at 
the time of the change that window shopping had slowed 
down traffic to such an extent that the new rule was neces- 
sary to keep traffic moving freely. Local displaymen are 
jubilant over the tribute to effective windows. 





The Big ‘‘Mike’’ 


S.0. T. T. 


Broadcasting All That Is New and 
Progressive in the Lettering, Sign and 


Show Card Craft Each Month 


Read These Articles In the 
128-paged November Issue of 


SIGNS OF THE TIMES 


“Commercial Lettering Offers Many Opportu- 
nities.” By Louis Porter. 

“Store Card Writer Improves Art by Compari- 

sion.” By W. C. Justice. 

“Clippings Can Be Made to Look Like They 
‘Belonged.’” By H.C. Martin. 

“Blackened Eye Restoration Fashion of the 
Seventies.” By Zim. 

“Toe Sneed Makes Debut with College Set.” 
By H. F. Voorhees. 

“Mitchell Wins a Thousand Dollars in Legion 
Poster Contest.” 

‘Jay Weaver, New York Artist, Famous for 
Posters.” By R. E. Brenner. 

“Los Angeles ‘Y’ Students Get Practical Train- 
ing Course.” 

‘Employer’s Attitude Toward Men Reflects in 
Work.” By L. E. Bartlett. 

“Custom Made Studios Prove Industry Is 
Moving Forward.” 

‘Contract Forms Are Good Business Practice.” 

“Chairman Lovering Starts Ball Rolling for 
Sign Week.” 

“Interviews with Men of Letters—M. J. Sei- 
bert.” 

‘New York Sign Craft Hears Omaha Conven- 
tion Report.” 

“Future Hold on Process Sign Business De- 
mands Action.” 

“Questions and Answers.” 

“Cost Table on Display Cards Made by the 
Silk Screen Process.” 

“Hi-Lites in the Domain of Sign Advertising.” 


SUBSCRIBE NOW 
SIGNS OF THE TIMES, Cincinnati, Ohio 


Headquarters for Literature on Show Cards and Signs 


SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES, Cincinnati, Ohio Nov. 1927. 


Enclosed find $3.00, for which send me SIGNS OF THE 
TIMES for one year. ($3.50 in Canada.) 
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Detroit Window Display Service, Detroit, Mich., of which 
R. V. Wayne is manager, reports the following installations 
for the month of October: Check, Atwater Kent, Michelin 
Tires, Hoffman Valves, Church Seats, Kolynos, Iodent, 
Nujol, Auto Strop, Gillette, Sergeant Remedies, Silver King 
Ginger Ale, Clicquot Club Ginger Ale, Mennen Shaving 
Cream, Squibb’s Milk of Magnesia, Bayer’s Aspirin, Puritan 
Malt Extract, Astringosol, Day Dream Toiletries, Ex-Lax, 
Swift S. S. S., Phillips Photo, Modess, Roi Tan, Swift, R. G. 
Dun, Robert Emmet, Painpatch, Van Zee, Sal Hepatica, 
Ipana, Diamond Batteries, Glyco Thymoline, Buss Light. 
Del Monte, Old Gold, Coty, Pneu-Lax and Zaka Coffee. 
With such an array of products being pushed through win- 
dow displays, it hardly is necessary to present any further 
evidence as to the function of the local window display 
service. Imagine, if you will, a druggist receiving by mail 
this mass of material for his windows and then decide for 
yourself whether it would get in. And what good is the 
display material unless it finally gets into the window as the 
backbone of a good, properly executed and selling window 
display ? 2 





Doubling their staff in ten months is the accomplishment 
that the Merchandisers’ Display Bureau, 601 Occidental 
Building, Indianapolis, has just recorded. Starting with 
three displaymen they now have six, all of whom are said 
to have met the service’s requirements for capacity and skill. 
They operate in routes, contacting with the same people 
all the time just like salesmen. They have learned what 
their merchants want and their services are generally ap- 
preciated. 





“We installed our regular quota of Petermans products 
and immediately booked and installed Gillette’s new and 
attractive fall displays,” writes Earl W. Kleppinger, man- 
ager of Klepp’s Display Service, Beatrice, Neb. “Several of 
our merchants liked our crepe paper work so well that they 
hired us for steady service.” 





W. J. Culberson, manager of the Des Moines Window 
Display Service, reports that his organization is handling 
campaigns for E. R. Squibb & Sons, American Tobacco Co., 
Kolynos Tooth Paste, Sergeant’s Dog Remedies, Van Camp 
Products Co., Tangle Foot Products, Folger’s Coffee, Butter- 
Nut Coffee, Cinco Cigars, Dutch Master Cigars, Emerson 
Cigars, Black Flag Spray, San Felice Cigars, El Verso Cigars, 
Garcia Cigars, Country Club Beer and American Dry Ginger 
Ale. This service has been in the field four years. 





“We experienced our busiest month in September,” says 
W. A. Stark, manager of the Display Advertising Service, 
3112 Holmes Street, Kansas City, Mo. “We handled displays 
for the Gillette Safety Razor Co., Bayer’s Aspirin, Phillips 
Milk of Magnesia, Fitger Co., Swift Specific Co., Clicquot 
Club, Peterman’s. Inc., Q.-T.’s Aspirin Gum, Pyramont, 
the new laxative gum, Axton-Fisher Tobacco Co. and Pond’s 
cream. Our crew is capable of installing 250 windows or 
more per week. Our regular average has been from 175 to 
200 windows.” 





A display placed in the windows of Blauw Bros., drug- 
gists, Rochester, N. Y., brought distinction to Frank Welch, 
manager of the Rochester branch of the Windo Graft Display 
Service, the installer. The display featured Modess, a prod- 
uct of Johnson & Johnson, New Brunswick, N. J., and was 
chosen by the firm as a model for use in all sections of the 
country. John M. Van Horsen, sales manager of the division 
handling this product, and Chester Haring, of the Barton, 
Durstine & Osborne Advertising Agency, made a trip to 
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Rochester for the express purpose of seeing the display. 
They were so enthusiastic over it that they chose it as their 
model for subsequent installations. 





Nall & Nall, 539 South Front Street, New Orleans, claim 
the largest specialty and display service in the south and 
are rendering service in Louisiana, Mississippi and Alabama. 
The staff consists of Messrs. Wade, Shreveport, La.; Solo- 
mon, Jackson, Miss.; Allen, Montgomery, Ala.; Stover, Bir- 
mingham; Nall & Nall, Mobile, Baton Rouge, Lake Charles 
and New Orleans. They have warehouse connections in each 
of these cities for storing material. A three states contract 
on Gillette razors was recently completed, the largest they 
had ever handled. They placed more Lucky Strike displays 
in New Orleans during July than all the Lucky Strike sales- 
men together; they are handling E. R. Squibbs’ displays in 
three states. 





Lou. F. Meister writes that his organization is very 
busy in St. Joseph (Mo.) and vicinity, where they operate. 
During August they installed one of the largest campaigns 
that was ever put on in the territory, a long chain of displays 
on Lucky Strike cigarettes. Among other cotnracts being 
installed at that time were: Pyro Sana, Armand’s Face Pow- 
der, King Edward, Corina, Dutch Masters and Muriel cigars. 
“Our one big idea is the good-will of the merchants,” says 
Mr. Meister, “and from the cooperation and requests we have 
had I believe that we have it.” 





“I am doing a fine business and it is increasing daily” is 
the declaration of Paul C. Davison, manager of the Davison 
Display Service, 1514 South Twenty-seventh Street, Lincoln, 
Neb. “Our local drug and grocery stores are continually call- 
ing for attractive displays—more than I am able to give them. 
During September we handled Tom Moore, LaResta, King 
Edward and Webster cigars, Gesundheit Malt, Silver Spray, 
Lucky Strike Cigarettes, Butter-Nut Coffee, K. M.’s, Emer- 
son and San Felice cigars, Hostess Cakes, Franklin Ice Cream 
and Gillen-Boney Candies.” 

“There are twenty-one drug stores on my list that I trim 
weekly and semi-weekly,” says F. G. Helfley, of the Art 
Style Display Service, Buffalo, N. Y. “These are trimmed 
with stock, pyramid style, using price cards which I make. 
The druggists that use them claim that these windows give 
them a better turnover than the more common kinds. Na- 
tional advertisers’ displays are getting lots of space here, 
and an increasing number of drug stores depend entirely 
upon the paid display service.” 





Thompson & Parmley, Los Angeles, Cal., have removed 
to 1220 West Pico Street, where offices and warehouses are 
now located. They are operating five branches throughout 
the state and have a crew of twenty-four experienced trim- 
mers. They recntly finished a contract for Johnson & John- 
son featuring Johnson’s Baby Talcum, installing 600 displays 
in Los Angeles and 300 in San Francisco in ten days. These 
windows were decorated with the requested amount of crepe 
paper, etc., checked and reported as per contractual require- 
ments. 





Walter L. Welch, who formerly operated a display service 
at Syracuse, N. Y., has returned to that city and has opened 
up afresh. Styling himself a “display and lighting specialist,” 
he has begun operations with 220 Bassett Street as head- 
quarters. Several of the larger Syracuse stores that do not 
have display departments have signified their willingness to 
give him a trial. Until recently he was display manager 
for the Strauss Million Dollar Stores, Nanticoke, Pa. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 















CALIFORNIA 


Entire State Covered Every 14 Days 
BRANCHES: 
138 Turk St. 614 Sixth St. 918 Eighth St. 651 Broadway 
San Francisco San Diego Sacramento Fresno 


THOMPSON & PARMLEY 


1220 WEST PICO STREET LOS ANGELES 


CINCINNATI 


AND SURROUNDING TERRITORY 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


PHILADELPHIA 


Surrounding Territory 


Window Display Department 
THE REUBEN H. DONNELLEY CORPORATION 
1214 Race Street 
CHICAGO 








NEW YORK 


Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 
SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
1405 St. Clair Avenue Cleveland, Ohio 


CHICAGO 


Surrounding Territory 
Window Display Department 
THE REUBEN H. DONNELLEY CORPORATION 


352 E. 22nd Street 
PHILADELPHIA 








NEW YORK 


CLEVELAND, OHIO 
AND SURROUNDING TERRITORY 


A Bigger and Better WINDOW DISPLAY SERVICE 
for the National Advertiser 
CLEVELAND WINDOW DISPLAY SERVICE, Inc. 


1344 PROSPECT AVENUE CLEVELAND, OHIO 
EFFICIENT—PROMPT—COURTEOUS 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 
INDIANAPOLIS, IND. 

A complete Merchandising Service put on in conjunction with 
vour display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better 

Business Bureau. 
Offices: 824 CONTINENTAL BANK BUILDING 
Member Window Installation Bureau. 


FRANK DISPLAY ADV. SERVICE 
Ogden FRANK J. VAUSE, Mgr. Utah 


A modern up-to-date display service equipped to give immediate, 

first-class service to National and other Advertisers in the 

Northern part of UTAH and Southern IDAHO. Write for data. 
QUALITY AND SERVICE ; 

Best of Reference. OFFICE: 568 CHESTER 














For BETTER INSTALLATIONS— 
BETTER LOCATIONS— 
BETTER RESULTS—Use 

HANICK’S DISPLAY SERVICE 


Samuel J. Hanick, Manager 
925 Cherry Street 


PHILADELPHIA 


Also Eastern Pennsylvania, New Jersey and Delaware 





REMEMBER—Quality and Service Count “Always” 


DETROIT WINDOW DISPLAY SERVICE 


438 E. WOODBRIDGE ST. DETROIT, MICH. 
R. V. WAYNE, Pres. 


Doing business for over 100 well known Manufacturers.. We cover 
the entire State of Michigan and Toledo, O 


Associated with Window Display Installation Bureau, Inc. 


Morey Decorative Studios 
DISPLAYS 
DESIGNED—BUILT—INSTALLED 


DAVID A. MOREY, Pres. 
Instructor Window Decoration—Boston University 


DISTINCTIVE DECORATIONS 
135 Columbus Ave. e Boston, Mass. 


J. D. WILLIAMS DISPLAY SERVICE 
509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 


NEW YORK CITY 


Surrounding Territory 


Window Display Department 


THE REUBEN H. DONNELLEY CORPORATION 
79 Madison Avenue 
PHILADELPHIA 











CHICAGO 


LOS ANGELES 


And Southern California 
A better Window Display Service for manufacturers, covering 
all Drugs stores in Southern California, every two weeks. 
Address all communications to 
WESTERN WHOLESALE DRUG COMPANY 
SECOND AND LOS ANGELES STS. LOS ANGELES, CAL. 
Fred E. Ussher, Manager Window Display Service Department 


DETROIT 


and the entire State of Michigan efficiently serviced by Display 
Specialists of proven merit. Let us explain to you our new and 
improved Display Service plan. 


PARAMOUNT DISPLAY SERVICE 
General Offices 416 Lafayette Bldg. Warehouse 9361 Genesee St. 
A PARAMOUNT DISPLAY IS A BETTER DISPLAY 











Display Services 


If you are not listed on this page, you are 
overlooking a big opportunity to promote 
your business. 


This is the only market place available for 
the national advertiser to locate the respon- 
sible display service company in your city. 


Let him know you are seeking his business 
and can execute it satisfactorily. Write the 
advertising department and arrange for rep- 
resentation beginning with the December 
issue. 


Address Advertising Department 
The DISPLAY WORLD 
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Do Stocky There is food for thought in the 
Trims Decrease declaration of Sir Charles Higham 
Sales Volume? that the merchant’s sales possibili- 

ties decline in ratio to excess of 
merchandise that he places in his windows. This ar- 
raignment of “stocky” trimming heard at the British 
national display convention should have international 
significance. Higham is one of England’s most noted 
advertising men and has signified his appreciation of 
the values of window advertising by accepting the 
presidency of the Leicester Window Dressing Asso- 
ciation, the sponsors of the convention. 

“Stocky” trims are much more frequent in Europe 
than America, although they are by no means rare 
in the states. Department stores long ago realized 
that use of the open trim aided them materially in 
bringing out the style values of apparel, and they 
have adapted the light trims to other merchandise as 
it has been added to their stocks. But footwear and 
furniture stores have been slow to learn the wisdom 
of their policy. Radio and automobile accessory 
shops, as they sprang up, were forced to create a dis- 
play technique of their own, and much remains to be 
done before effective modes of presentation are 
evolved. 

Of the older types of business which cling 
tenaciously to the “stocky trim,” none are so per- 
sistent as the shoe houses. Footwear windows are all 
too often obviously overcrowded perhaps because of 
the anxiety of the merchant to make sure that passers 
may have an opportunity to see every type of shoe in 
vogue. The rapid changes in styles may have had 
something to do with this development, but it is more 
ilkely that lack of competent displaymen, and failure 
to appraise the value of the window at its real worth, 
has resulted in the custom. 

If the display is to be used merely as a catalogue 


OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 


5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


6. To Maintain the Independence of Its Editorial Columns so That It May Always 


Discuss, Without Fear, Bias or Jealousy, Every Activity in the js 

© 1924 Display Field and Serve Best All Interests. = 

Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of = 
the month of date of issue. All photographs reproduced become the property of the publishers. — 

x 

k\ Ply I ot) Uc Pll Lc ye Ue re Ue “4 ix a 

Ext TTTOTOTPSaTTESSTT 


; SAT Hititt 


AA 


Its Industry. 


“SMITH 


Business of Selling. 





of styles, the attempt to load it may be theoretically 
practical. But it is very doubtful. Lower State Street 
in Chicago teems with shoe stores and most of them 
cling to heavy merchandise trims without embellish- 
ment. Experience may have demonstrated that this 
is the most satisfactory means of selling the Windy 
City shopper, but it was observed recently when a 
figure in the garb of a Spanish dancer was shown in 
an island window footwear display in this section 
that it heavily overdrew adjacent competitors. 

Since the average purchaser is not inclined to buy 
more than one or two pairs at a time, it is unfair to 
compel him to inspect serried rows of footwear to 
make his choice. A range for selection is justifiable, 
but the addition of a series of sizes of the same shoes 
merely makes it hard for the viewer to see any of 
them. 

The masses are tired of the time-worn, character- 
less, vapid repetitions. They want ideas, suggestions 
for dress, stress upon the merits of the goods. Give 
them a center of attraction to rivet the eye and ex- 
press a message. It will be worth a great deal more 
than a surplusage of merchandise. 





Sales Not Just what is the value of any given 
Trustworthy display. If gauged wholly by imme- 
Gauge diate sales, the measure of its merit 
could be easily computed, and often 
with regret. While the purpose of the window is to 
sell goods, it cannot be denied that many displays 
of excellent construction and arresting attractiveness 
boost contemporary sales totals but very slightly. 
And yet they produce potential benefits for the mer- 
chant. 
When Ned Mitchell, addressing the W. D. A. A. 
convention at New York recently, declared that every- 
thing sold was bought either outside or inside the 
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“I was really surprised a little while ago when 4 
stopped at a news counter under the Times Building in 
Times Square station of the subway, upon hearing some- 
one call out to the newsdealer: ‘Have you got The DIS- 
PLAY WORLD?’ ‘Yes, sir,’ answered the dealer and 
proffered the copy to him collecting the 25 cents. 

“Ever since that time when a customer has asked me 
if there was any good magazine on window trimming, I 
have said, ‘Yes, you can get The DISPLAY WORLD at 
a lot of news-stands or subscribe for it, and show them 
one of your copies that we have here and give them the 
address. Dad and myself have come to realize that this 
is now the leading magazine in the display trade journals. 
The trimmers everywhere are reading and using it for 
the remarkable photos shown in it. You are to be con- 
gratulated on the way your magazine has forged ahead 
of the rest in about four or five years..—A New York 
Fixture Manufacturer. 

“We wish to say that you are certainly making a won- 
derful magazine out of The DISPLAY WORLD and 
we cannot get along without it in our work. We are 
using some of the ideas and cuts in the display depart- 
ment as part of our instruction work.”’—W. A. Botts, 
Botts Business College, Guthrie, Okla. 

“T received my first copy of The DISPLAY WORLD 
and must say that it is a ‘knockout.’ I did not know that 
there was such a real live-awake journal for displaymen, 
with so much help for the fellow-displaymen, and with 





“SURPRISED! A KNOCK-OUT! A GREAT HELP!” WHAT READERS ARE 
SAYING OF THE DISPLAY WORLD 


such unique ideas as are found in Mr. Beneduce’s ar- 
ticle. I am always looking for new ideas and I believe 
I have found a way of getting them. I am young in the 
display ‘game,’ but have quite a job of taking care of a 
large chain of stores’ display needs.’—James E. Davis, 
Display Manager, Stronge & Warner, St. Paul, Minn. 

“I want to express my appreciation of the help I have 
received from The DISPLAY WORLD. When I grad- 
uated from the Koester School some eighteen months ago 
and accepted my present position, my employer asked me 
if there was any publication I would like to have him get 
for me to help me in my work and I mentioned The DIS- 
PLAY WORLD, as I had seen several issues at school. 
It certainly has been a help. You may be sure I have 
kept every issue I have received and I refer to them often. 
I believe the magazine has been improved a great deal 
within the past few months. The last several issues were 
certainly great. They keep the small town displayman 
from getting into a rut. Keep it up.”—Albert M. Jones, 
Display Manager, Frey & Collins, Canon City, Colo. 

“Enclosed is my check covering my subscription for 
The DISPLAY WORLD beginning August 15, 1927. I 
always look forward with much interest to receiving my 
copy. There could not be any publication more valuable 
to the display field than The DISPLAY WORLD. I feel 
that it is complete and a source of education to everyone 
interested in the display field."-—W. A. Stark, Manager, 
Display Advertising Service, Kansas City, Mo. 








store, and that all he wore on the occasion had been 
bought outside before he went inside, he stated 
clearly a cardinal principle of window advertising 
that is usually overlooked. 

Future business is developed alongside of the sales 
that are registered in the day’s receipts. Thousands 
passing the window note its offerings, its character, 
its features. They determine whether it contains 
merchandise in which they are interested; if it sug- 
gests the type of service they want. 

When a Chicago shoe store placed cut-out photo- 
graphs of Dempsey and Tunney in a display at the 
time of the great ring battle at Soldiers’ Field, there 
were throngs of spectators around the window as 
long as it was on view, but no great increase in sales 
followed. 

Was the displayman disheartened? Not a bit of 
it! He had won the interest of hundreds of spectators 
and had stamped the name of his store upon their 
minds through the timeliness and uniqueness of his 
production. Despite the fact that the major part of 
their attention had been directed to the fighters vir- 
ually every passer who was halted got a flash of the 
entire display, saw a pair or two of shoes that were 
appealing, and noted the range of prices. When in 
the market again, the name of the store and the 
character of its merchandise, riveted in their minds 
by this approach, will give the institution a better 
chance for their business. 

It is this ability of the display to inspire confi- 
dence in potential buyers that makes it difficult to 
measure its dollar and cents effectiveness by the re- 
sults obtained during its presentation. It has an ap- 
peal that far outruns the printed advertisement’s price 
incentive. 


The Danger A prominent member of the New York 
That Lurks Metropolitan Display Men’s Club re- 
in Art cently declared that the genuine dis- 


plavman was imperiled by the wave of 
modernism that is sweeping Gotham windows. No 
longer are merchants content with the products of 
their own studios, he lamented ; no longer are display- 
‘men privileged to work out the schemes for their 
own displays. ‘Window artists,” painters and metal 
craftsmen specializing in the new modernist creations 
are selling settings and set pieces to the stores and 
selling so thoroughly that the displayman is left noth- 
ing but the humble task of setting up their produc- 
tions and placing the goods that they feature. 

His wail reveals imminent danger for both mer- 
chant and displayman, and incidentally points out the 
necessity for greater study of his field by the latter. 

_ There is genuine danger that the merchant witnessing 
the attention being won by the futuristic displays of 
his competitors will assume that decoration goes 
farther than goods in winning custom. This is a view 
apparently adopted by many Gotham tradesmen who 
are headed for grief if they cling to the assumption 
that weird backgrounds and panels will give them last- 
ing advantage. Decoration will draw crowds, but the 
introduction of a-sea green nymph or a scantily clad 
and angular Diana in a shoe window does nothing to 
bring out the value of the shoes. 

The displayman who is not awake to the increasing 
severity of competition and the necessity for making 
his windows more effective mediums for getting busi- 
ness, has no reason for bewailing the inroads of the 
modernists. His “boss” wants business and the 
“artist” convinces him that: modernity will get it for 
him. He should “sell” himself as thoroughly. 
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At the Direct Mail Convention 


How the Exhibits Were Arranged and the Purpose They Served 





Giving the Advertising Buyer a Complete Picture 


By GEORGE H. EMANUEL 
Publicity Manager, Direct Mail Advertising Convention 


HE Direct Mail Advertising Assocation 
staged its annual convention in Chicago 
on October 19, 20 and 21, at the Stevens 
Hoted. John F. Bowman, convention 
director for the hotel, handled the ex- 

hibits and worked out a simple scheme of decoration 
that provided pleasant surroundings without the dan- 
ger of detracting from the value of the booths, which 
were used by exhibitors chiefly as a means of ac- 
quainting the visitors with graphic art processes. 

The plan called for twelve parallel rows of booths, 
set up back to back in all except the end rows. At the 
entrance at the rear of the hall were other tiers facing 
the entrance or opening on the rear corridor. Each 
booth had a back with a height of six and a half feet 
and sides five and a half feet high. The front was 
open. Colors were ivory with a green trim. 

Most of the visitors’ interest in the booths was 
evoked by the work of the exhibitors. Four nationally 
known advertising agencies had booths, in which they 
demonstrated the methods they have found most suc- 
cessful in tying up the printed page with direct mail 
advertising. The object of these exhibits was to show 
the necessity of a well-balanced program. The agencies 
involved were Albert Frank & Co.; Will Howell and 
Associates ; Benson, Gamble, Johnson, Reed & Co., and 
Vanderhoef & Co. 


Every form of art reproduction was exhibited, from 
the old-time wood-cut, which has been revived with so 
much added vitality in recent years, to the modern roto- 
engraving. Many who have admired the effects obtain- 
able by wood-cuts have wondered why we had to pay 
so heavily for it. One firm answered this query defi- 
nitely by making wood-cuts in its booth and giving a 
practical demonstration of its methods. 

Three of the most famous typographers of the coun- 
try, men who are called into consultation wherever per- 
fection in printing is demanded, were at the exhibition 
in person and discussed problems which bother visitors. 

Combining the work of the typographical expert, 
the engravers and the folders, were a long list of 
printers, offset printers, liahographers and rotogravure 
producers. These firms exhibited completed jobs com- 
bining the different processes. 

There were printers who specialized in volume and 
those who confined themselves to small jobs where in- 
finite pains is of more consequence than rapid produc- 
tion, and in between were those who announce they are 
able to render either kind of service. 

One of the mest novel developments in convention 
booths which has been evolved in years was revealed 
at the Detroit Radio Show, held at Detroit, October 
3 to 9, when the Radio Trade Asociation of Michigan 

















The Newest Wrinkle in 
Convention Booths. These 
Tiny Wall Recesses Are the 
New “Niches” Brought Out 
by the Detroit Radio Show. 
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The N. E. L. A. Lamp 
Committee Exhibit at the 
Fiftieth N. E. L. A. Cin- 
vention, Atlantic City, 
Showing the Simplicity 
of the Convention Hall 
Decorations. 
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offered exhibitors a new creation dubbed “display 
niches.” These were tiny spaces recessed in walls of 
fabric. Eighty niches were provided, all illuminated 
and handsomely framed. They were arranged in 
panels so placed that when the public gazed at ihe 
broadcast stage their eyes were ‘directed to them. 
They were of varying shapes and sizes. 

Through this medium manufacturers could show 
small items which they desired to exploit at a mod- 
erate expense. No attendants were necessary, nor 
was there any overhead to the exhibit except the 
rental of the “niche.” All of these had velvet or 
decorated backgrounds and were arranged, decorated 
and lighted by the exhibit management. 

General convention decorations were in Chinese 
style, highly colored, and correct in interpretation of 
Oriental architecture. 

R. W. Hannam, display manager for L. S. Good 
& Co., Wheeling, W. Va., decorated a booth for the 
West Virginia State Fair that proved one of the out- 
standing exhibits of the season. 

The booth, measuring 12 by 20 feet, was encircled 
in 32-inch Everett classics, with a ceiling made of 
bleached muslin sheeting. It required 120 yards of 
gingham and 26 yards of sheeting besides seven boxes 
of tacks and two packages of pins in the making; 
26 yards of linoleum covered the floor. 


The care taken in making the booth was evident 
from the way the material was pleated on all sides 
and the arched front. The back was curved, due to 
a radiator being permanently placed against the back 
wall. This condition only seemed to make the booth 
more attractive. The twenty-nine patterns were illu- 
minated by four 200-watt colored floodlights con- 
cealed behind the arched front, and in making the 
larger sign Mr. Hannam left the back open to permit 
the lights in the sign to still better the lighting on 
the display. 

With the machine, the mills arranged to have an 
operator in Wheeling during the fair to demonstrate 
the manufacture of gingham to the public. It is esti- 
mated some 120,000 people visited the exposition 
hall and viewed the exhibits, while L. S. Good & Co. 
gave away several thousand yardsticks, samples and 
small patterns in connection. 

The courtesy of Smith, Hogg & Co. and Everett 
M:-lls provided this booth. 





The N. E. L. A. Lamp Committee exhibit at the 
fiftieth convention of the N. E. L. A. at Atlantic City, 
which is reproduced in an accompanying illustration, 
won attention by the use of a color effect curtain, a 
soft silver screen, on which a few of the beautiful 
tones obtainable by application of color light were 
produced. 





Fabrics Produced by 
the Sponsors of the 
Exhibit Were Worked 
Into the Background. of 
R. W. Hannam’s West 


Virginia Fair Booth 
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A Group of Black and White Cards Produced by Mr. Massee Which Demonstrate the Pen’s Possibilities 


The Fundamentals of Penned Cards 


The Average Card Writer Will Sift His Pens Down to a Few Favorites 
and the Bulk of His Work Will Be Done With These 


By PAUL C. MASSEE 


Display Manager, George Lowenson & Son, Portland, Ore. 


T would be a great mistake for anyone to 
say that better show cards can be made 
with a pen than with a brush, yet the 
reader, after viewing the accompanying 
illustrations, may form the opinion that in 

this article I am contradicting myself, since all these 
cards are made entirely with the pen. 

Let me say, first, in defense of myself and the fore- 
going statement, that probably 75 per cent of my card 
writing is done with the brush and pen combined, the 
pen being an all-important factor in the making of small 
lettering and price tickets. 

You may often hear it said that consistent pen letter- 
ing ruins good brush work, and to the average beginner 
this may appear true to a certain extent. Constant use 
of one instrument may make the use of others seem 
awkward. However, one who resorts to one or the 
other entirely does so in admission to himself that he 
cannot master the other. In most instances of this kind 
it is lack of consistent application to the tool with which 
he has the least ability, and a resort to that which he 
has already mastered in order to keep his work above 
reproach. 

Pen lettering is extremely hard on the nervous sys- 
tem, and requires more of the “stick-to-it’” determina- 
tion than does brush work, which has a decidedly oppo- 
site effect, in that it produces a restful, soothing effect 
upon the nerves. When the combination is used in all 
work the constant changing from one to the other breaks 
the monotony. These are problems that the beginner 
should not allow to hinder him in the learning of the 
use of his pens and brushes. It is my advice to use 
pens where pens are needed, and likewise with the brush. 
To an experienced card writer one is as indispensable 


as the other, and together they form an ideal combina- 
tion. 

It is not my purpose here to uphold any particular 
manufacturer of pens. There are so many styles, sizes 
and kinds at the disposal of every card writer that little 
difficulty is encountered in selecting the styles most 
adaptable to the individual. I will say that a complete 
set of either the Esterbrook Drawlet or the Speedball 
pen has become almost a necessity with practically every 
card writer. 

To know what pens and the sizes and style to use is 
quite a problem to the average beginner, and is one that 
is most satisfactorily worked out by himself, since his 
particular alphabetical styles and the’ stroke he has mas- 
tered may differ entirely with that of others. The 
average man will sift his pens down to a few favorites, 
just as he has his brushes, and the bulk of his work will 
be done with these few. 

It is of particular importance to use a good, easy- 
flowing jet black ink, and it should be water-proof to 
prevent blurs, or what card writers call ‘““smooching.” 
Colored inks may be obtained also in these, and here his 
knowledge of brush work may be put to good use with 
the pens. 

Of most importance in all card writing, both with 
pen and brush, is the layout, and here is the test of real 
artistic ability. Card proportion has considerable to do 
in the laying out of a well-balanced card. The upright 
card, in my opinion, is the most satisfactory for window 
displays, and offers the most in variation of layout. 
Cards illustrated here are 10x17. 

The illustration should have an important place on 
the card, and when used at the top or bottom should be 


(Continued on page 75) 
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All stock carefully chosen by Mr. Daily personally and all brushes 
made up exactly as he wants them made—in accordance with the 
fruits of his long, practical experience, and that of tens of thou- 


sands of clients the world over. 


Mr. Sign Painter, Mr. Card Writer, Mr. Display Man 
not enjoy TOPNOTCH EFFICIENCY—give “Perfect Stroke” a 
chance to help you? Write for Catalog No. 14 today. 


126 T0130 4 
E.THIRD ST. e 


By putting real efficiency in ‘Perfect Stroke” 
Brushes and Supplies, we help you put efficiency 
into your work ...and if you use these real “first aids’ you 
will find RESULTS growing more and more satisfactory. 









New Catalog 
No. 14 


Covers the 
subject of 
brushes and 
supplies from 
from A to Z. 


Write for copy. 
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DAYTON, 
OHIO. 





Che House of Pertect Stroke Brushes and Supplies 








































Q Airbrush 
Outfits Make 


Your 
Displays 
Pleasing 


PAASCHE Displayman’s Outfit in your 
aff store makes your window fixtures, back- 

grounds, foliage, and flowers sparkle 
with the gold and silver of the attractive seasonal 
color schemes. It makes the pleasing displays 


needed to impress customers with your goods and 
keep or get sales on a profitable basis. 


With the Displaymdan’s Outfit goes the famous 
H-2 Airbrush, the tool of noted sign and commer- 
cial artists. 


Write for Displayman’s Equipment Catalog today 


asehs Merbrush be 


1902 DIVERSEY PARKWAY CHICAGO 


New York Los Angeles, Calif. 
54 Dey Street 411 Douglas Bldg. 
D. W. 11-Gray 
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~ SKY WRITING 


Show Card Writing is more profitable and not so hazardous 
as skywriting; besides, there is a constant stream of orders. 

Sign Painters and Decorators produce masterpieces on glass 
or wood, and that is the end for them—but with Card writing 
the work is continuous, to the Card Writer’s profit. 

No other Establishment in America has had greater experi- 
ence than ours in making of Card Board for the Sign Writing 
fraternity AS THE ORIGINATORS OF DULL FINISH SHO- 
CARD BOARD-—pronounced by the leading Sign Writing Art- 
ists as the working surface ideal. This lead and supremacy has 
been maintained always. 

Large and varied range of Magnificent Colors—full samples 
will be mailed upon request—orders filled at Lowest Direct 
Factory Prices. 


Manufacturers of Royal Crest Products 
Sho-Card Board (Dull Coated) Litho. Blanks (Dull Coated) 
Poster-Coat Boards (Dull Chinatex Display Boards 

Coated) Frieze Display Boards 
Pla-Card Boards (Dull Coated) Lava Display Boards 
Sign Crafters’ Blanks (Dull Adelphia Display Boards 

Coated) Ripple Display Boards 

Mat and Mount Boards, Illustrating and Drawing Boards, 

Krinkle Display Boards, etc., etc. 


HURLOCK BROS. COMPANY, Inc. 


Office and Works 3436-38 Market St. Philadelphia 








3435-39 Ludiow St. 
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Attractiveness Conveyed In Panels 


Circles, Ribbon Effects and Rectangular Decoratives Have Been of 
Marked Value in Producing Appealing Layouts 


By RAY E. DARLIN 
Chicago, Illinois 


HEN making a fancy-shaped panel for a 
card be sure it is pleasing to the eye, with 
graceful curves and able to catch and hold 
the vision. Circles can be used in a num- 
ber of different ways. Do not make them 

too big for the size of your card or the layout will not 
balance, and if they are made too small they will be lost ; 
they will not show up enough. The parlor suite card 
with the circle on it is a good example of balance. The 
rectangular shape weighs up the circle. The eye will 
first read “Three-piece parlor suite,” then, traveling to 


the circle, “$175.00.” The next thing you read is 
“During this sale.” 

Sometimes it takes a lot of thinking to lay out a 
card. But the more you think the better layout you will 
get. It pays to think first and do your layout after- 
wards. 

As a word of explanation about the color combina- 
tions for the show cards illustrated in this article: 

Yale Checks.” The card is midnight blue, Yale 
checks in cream exc ept the capital C, which is in orange. 
The small lettering is white and panel is black, with an 
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In This Group of Cards Mr. Darlin Illustrates How He Uses the Panel in His Layouts 
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emerald green outline. “One Dollar” is orange with a 
cream highlight. The inside border is black, the out- 
side border emerald green. 

“Perfumes.” This is an orange card with a black 
panel, carrying an inset border in medium blue. The 
wide border outside the black panel is blue green edged 
with black. The circles are very light orange. The 
word “Perfumes” is lemon yellow, and the small letter- 
ing in blue green. A black edge surrounds the whole 
card. 

“Clever Styles.” The card stock is buff with a dark 
blue panel edged with a fine line of black. The middle 
line behind the panel is lavender and the two fine lines 
are white. “Clever Styles” is lettered in white. The 
price is in red orange with a black shade. The small 
lettering on the top and bottom of the card is black. 

“Parlor Suite.” The card is maroon with a light 
green circle. The price is bright red with a white out- 
line. The circle is edged with emerald green. “Parlor 
Suite” is lettered in cream, the rest of the lettering 
being white. The double border is red orange. 

“Any Suit.” This is a buff card with a purple scroll 
edged with light purple. The word “Sale” is cream with 
a very light green highlight. “Suit” is red with a light 
green outline. The small lettering is dark brown. The 
price is in purple or mauve, with a magenta highlight 
outlined with light green. The border on top and bottom 
is white. 





Fundamentals of Penned Cards 
(Continued from page 72) 
balanced by the price, if same appears, or by a small 
group of wording. Note in the neckwear and hat cards 
illustrated here that the price and illustration are so 
placed as to give balance to the card. It is well to re- 
member, too, that the illustration on your card is not 
an embellishment or decoration, but a part of your copy 
and layout, and should be treated as such. Remember 
that when one is able to lay out and letter a show card 
without the aid of embellishments, shading and flowery 
decorations, he has attained the real art of card writing. 

Card writers, especially those who are studying the 
use of pens for distinctive looking cards, will do well to 
study pen and ink sketching, as the increasing use of 
illustrations on show cards is bringing the pen more 
and more to the front as an important instrument in 
every card writer’s kit. A sketching pen is very im- 
portant for this, although there are any number of pens 
that may answer the purpose. I use the Esterbrook 
Opalpoint No. 788 and a small quill pen for the ma- 
jority of my work. 

Studies of these illustrations may easily be secured 
from the store trade journals, magazines and daily 
newspapers. To one who is interested in illustrating, 
many ideas may be obtained in this way. Also visit the 
advertising department and secure the cut service sheets, 
or such matter as may furnish you with illustrations 
and layout ideas. 

It is a well-known fact among experienced card 
writers that a few alphabets well mastered will answer 
at all times, and that trying .to master them all soon 
drives the beginner to the belief that he is losing ground. 
Study just a few alphabets and use them consistently, 














For Quality Display Cards 
Use 
cues) Bvt | 


ART POSTER BOARDS | 
30 Shades | 


CRESTONE FINISH 


25 Exclusive Shades—New Process 


THE COMPLETE LINE 


CARD, MAT, ILLUSTRATION AND | 
MOUNTING BOARDS | 


for the Commercial Artist 


The Largest Assortment of Colors and 
Finishes Suitable for Speed in Pen and 
Brush Work 


—————_—_ | 


Send for Samples | 


CHICAGO CARDBOARD COMPANY 


| 
666 Washington Blvd. Chicago | 

















It’s a MONEY SAVER You'll Admit! 


Free 


to You—our “‘new”’ 








GET YOUR COPY 
It’s Worth While! 


A Real Catalogue— 
something different 
to what you have 
been accustomed to 
expect. 

Items new and of 
special interest to the 
profession are shown 
profusely  illustated, 
clearly explained and 
economically _ priced 
to save you money 
on “Quality”? Guar- 
anteed Merchandise. 

You'll find this 
Catalogue of real 
help to you. 


GET ACQUAINTED 
with 
“Smithian Quality” 


Brushes and Supplies 


A. & B. SMITH CO. 


Sign, Show Card and Display Supplies 


633 Smithfield St. (°¢?*-) Pittsburgh, Pa. 
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DISPLAY CLUB CHRONICLES 











Write The DISPLAY WORLD for assistance in procuring 
speakers for your club events, judges for window contests, etc. 
The “Chronicles” editor will gladly aid in securing talen:. E.x- 
penses seldom exceed carfare and entertainment. 





PHILADELPHIA, PA. 
Reported by Harry Rosen, Secretary 

The October 14 meeting of the Philadelphia Association 
of Display Men was held at the Smith-Ramsey Studio and 
was well attended. A report was read of the Metropolitan 
Display Men’s Club banquet and was heartily approved. 

Wm. Mayers, of the membership committee, made an 
urgent appeal for more energetic efforts in increasing the 
membership, especially since the dues had been reduced from 
$12 to $6 annually. 

R. Elfreth, of Snellenberg’s, reported in behalf of the 
entertainment committee that all arrangements had been 
completed for the stag and smoker. 

The publicity committee urged the submission of interest- 
ing material for use in The DISPLAY WORLD, as this 
would assist in giving the organization favorable publicity 
and increase club pride and spirit. 

Kenneth Harveson gave an interesting talk on the early 
operation of a cooperative employment service for members 
of the National Association, Mr. Mayers suggesting that in 
the meantime the secretary be informed of all vacancies 
so as to enable him to serve fellow-displaymen seeking posi- 
tions. The club is considering the appointment of an official 
photographer, in this way hoping to reduce the cost and to 
secure better photographs. 





PORTLAND, ORE. 
Reported by Olave Ralph, Publicity Director 

Election of officers was the most important event of the 
Portland Display Men’s Club meeting, Monday evening, 
October 17. Our old officers having served us faithfully and 
true, we found after extending pleasantries and compliments 
the results were as follows: President, Edmund C. Bechtold; 
first’ vice-president, E. R. Schmidt; second vice-president, 
L. A. McMullen; secretary, A. O. Hewitt; treasurer, George 
Creighton; trustees, Mr. Merrit, Allen C. James, Vernon C. 
Turner and Olave Ralph. Our president and secretary and 
treasurer know from past experience just how much valuable 
time and hard work it takes to fill these offices. We want 
them to know also that we appreciate these facts and stand 
ready to cooperate in the future. 

Charlie Boyd, known as the “daddy” of the P. C. A. 
D. M., partook of our luncheon and proceeded to decorate 
the stage with silver wreaths and Christmas trees. Judging 
from the broad grin on his countenance we would say that 
married life agreed with him, and since he is showing the 
Bert Landers line he will have to say it with flowers from 
now on. Mr. Schmidt, display manager of the Knight Shoe 
Co., gave us an interesting talk on getting ready for the 
shoe window. On a chart he showed us how to utilize 
space and line up fixtures to bring in sales results. He also 
spoke of tiny cut-out price tickets which he used to attract 
attention. 

George Smith, of Meier & Frank Co., otherwise known 
as the “Village Smithy” of radio fame, entertained us with 
his Hawaiian harp. 

Live model draping always creates a sensation amongst 
the club members, especially if the model happens to be 
beautiful and of the blond type. Miss Kay Edgar, of Roberts 
3ros., is a striking blond and she was draped in a modern 
costume of gold lace over cerise taffeta. I know because I 
had the pleasure of being the draper and the “Village 
Smithy” serenaded us. <A _ beautiful floral piece was pre- 
sented to the model by Cornelius Tonseth with the compli- 
ments of the Tonseth Floral Co., and Allen C. James, of the 
Smith Floral Co. presented the draper with a bouquet also. 


Needless to say that girls love flowers and appreciate the 
thoughtfulness of the members of the Portland Club. 
OMAHA, NEB. 
Reported by Frank Fiala, Secretary 

The club is still going strong, meeting each Wednesday 
at the Hotel Rome. This week all of the stores donated one 
or more windows to charitable organizations, as the drive 
for Omaha’s community chest has started. Our store gave 
the cause all of our Howard Street windows, one being de- 
voted to crippled children, another to the Red Cross, a third 
to the Old People’s Home, a fourth to the Community Chest, 
and others to various other homes and nurseries. 

Nothing as yet has been done for our Christmas deco- 
rations. Last year all of the stores cooperated with us and 
we had Christmas trees with lights throughout the downtown 


area. The trees were placed at the edge of the sidewalks 
where we usually put our flags. This made a very effective 
decoration. I would judge that we had at least 300 Christ- 


mas trees throughout the downtown district. 
parade with reindeers and a Santa Claus. At the court 
house lawn, the Santa Claus house was built. Children could 
view Santa Claus while they listened to a band concert. This 
proved very successful, and, I hope, will be repeated. 


We also had a 





SHARON, PA. 
Reported by Jack W. Snedden, Secretary 

The Sharon Association had a wild time November 2. 
One of those initiation nights again, and here is a little 
story of the party: 

The candidates were on time, getting to the club rooms 
at 7:30, a half-hour before meeting time, where the guides 
dressed them in the attire of “apprentices.” At eight o’clock, 
the members began to congregate and fifteen minutes later 
all hands started on a little street parade to have a frolic 
in the “open.” The candidates led the procession, carrying 
a sign reading, “We Are Being ‘Trimmed’ by the Sharon 
Association of Display Men,” and they furnished “music” by 
singing through little “kazoos.” The members, marching in 
the rear kept shouting at them and poking fun at them until 
nine o’clock, when all returned to the club rooms. 

I. E. Ogg, head high trimmer, was assisted by the follow- 
ing degree team: G. W. Atwood, first assistant trimmer; 
J. F. Nickum, second assistant trimmer; Ralph Knapp, senior 
guide; G. J. Kirsch, junior guide; A. C. Kauffman, sentinel ; 
R. L. James, custodian, and J. W. Snedden, scribe. Each 
candidate was given the obligation and “thoroughly trimmed” 
in individual initiatons. 

After the ceremonies were over, a buffet lunch was served 
by J. F. Nickum, the club caterer, which was enjoyed by all, 
and a quick business meeting was held to get all of the old 
business over. 

The candidates who were responsible for the fun were: 
George Virostock, displayman for the Isaly Dairy Co.; 
Charles Seigler, Willson Furniture Co.; John Gawaldo, P. L. 
Williams & Sons, and Joseph Scott, manager of the Pep 
Sign Co. 

And we have performed another “stunt” of greater sig- 
nificance to the community. Sharon has been staging a drive 
for her community chest, and our club president, I. E. Ogg, 
was selected as a member of the publicity committee, and the 
strength of the club put back of him in making the “drive” 
a success. To help Mr. Ogg put “pep” in the campaign we 
placed windows all over the Shenango Valley, illustrating 
the various features of the chest’s work throughout the year. 
A prize of a silver loving cup was offered to the displayman 
creating the most novel setting. Each windowman had his 
own windows to decorate and plan and a committee of judges 
passed upon them. For this service Mr. Ogg chose Frank 
Gilbert, mayor of Sharon; Mr. Munger, Youngstown, Ohio; 
Scowden Burgess, Farrell, Pa., and the secretary of the Com- 
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munity Chest of Warren, Ohio. The prize was awarded to 
Display Manager Saunders of the Farrell Furniture & Sup- 
ply Co., Farrell, Pa. 





SPOKANE, WASH. 
Reported by V. E. Linden, President 

At a recent meeting of the Spokane Display Men’s Asso- 
ciation, at which time Karl Amdahl: submitted a detailed 
report of what occurred at the San Francisco convention, and 
Dave Starr, of Seattle, was present and concurred in every- 
thing reported by Mr. Amdahl, a lengthy discussion ensued, 
bringing about the adoption of the following action: 

Mr. Amdahl’s motion that the Spokane Display Men’s 
Association should retain its old charter in the International 
Association and that every member of the Spokane Club 
should pay its per capita tax was seconded and carried with- 
out a dissenting vote. 

Another motion made it optional for any member of hte 
Spokane Display Men’s Association to belong or not to be- 
long to the Pacific Coast Association. This motion was 
also unanimously carried. 

Mr. Amdahl then made a motion that the Spokane Dis- 
play Men’s Association go on record to support the next con- 
vention of the Pacific Coast Association at Vancouver and to 
help the Vancouver Association make it a complete success. 
This motion was also unanimously carried. 

Copies of these resolutions are to be mailed to W. L. 
Stensgaard, president of the International Association of 
Display Men; L. A. Rogers, secretary of the International 
Association of Display Men; Fred A. Gross, ex-president of 
the Pacific Coast Association of Display Men; Charles R. 
Rogers, editor of The DISPLAY WORLD; F. O. Heales, 
president of the Pacific Coast Association, and Henry Stohl- 
ton, president of the Seattle Club. 





INDIANAPOLIS 
Reported by R. L. Frazier, Secretary 

The monthly meeting of the Indianapolis Association of 
Display Men was held on November 7 at eight o’clock at the 
studio of E. L. Davidson & Co., 18 West Market Street. As 
our guests we had a delegation from Terre Haute, headed by 
R. H. Brennan, of the A. Herz Co., whose presence was 
very welcome. From Lebanon came a smaller group of men 
in charge of Cecil Conner, of Adler & Co. Both of these 
men gave fine talks. 

For our members and guests a program had been framed 
which embraced a discussion of “Color Principle and Har- 
mony,” by E. L. Davidson, of E. L. Davidson & Co.; “Modern 
Draping,” by O. B. Springer, of H. P. Wasson & Co. and 
“Men’s Wear Featuring the Ensemble,” by Hurm J. Burnett, 
of L. Strauss & Co. 





PEORIA, ILL. 
Reported by George V. French, Secretary 

The Peoria Display Club opened its winter activities with 
a “dance that’s different” at Inglaterra on October 25. The 
occasion gave us an opportunity not only to fill our coffers 
in preparation for winter, but to gain some profitable pub- 
licity as well. The Sunday Transcript gave us almost a 
column story featuring pictures of six club members, among 
whom were: W. P. York, of the Peoria Display Co.; C. J. 
Kelly, display manaegr for Klein’s; E. H. Bates, display 
manager for Block & Kuhl Co.; Wm. Allonby, display man- 
ager for the B. & M. Store; Dan Hansen, Clarke & Co.. 
and the writer. 


PORT HURON-SARNIA, MICH. 
Reported by J. W. Forbes, Secretary 

Our club met on November 9 at the Blue Water Inn in 
Sarnia with seventeen members and guests present. The 
gathering was not a business session, the primary object be- 
ing development of fraternal and club spirit. Among the 
guests were Mr. McElroy, of the McElroy Shoe Co., and 
Frank Hanson, of the Hanson Clothing Co., both of whom 
spoke briefly. 

The subject of Christmas trims was taken up and dis- 
cussed at length, as were trims for the Community Chest 
drive which is about to start. 
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z For Your Fall Displays 
$$ : 

% We Highly Recommend Using Our 

3 MARVELLE CLOTH 

> - 

3 a stunning two-tone fabric in 20 colors that will show 
% off your merchandise to the best advantage; also 
2 

{ CREPED TINSEL CLOTH 
% a beautiful crinkled tinsel cloth in various color 
% combinations. 

24 

3 FOR IMMEDIATE DELIVERY 

5) 

Ri Samples upon request. Write Department D 

o> 

% MENDELSOHN’S TEXTILE CORP. 
3 156 West 45th Street New York 

















The Fountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 20,000 Caer 
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Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 




















prs ie E Before Ordering a Valance, Write Bf 
meet BRYAN’S, Louisville, Ky. 
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‘“*SOL’’ FABRICS 
and Hexter Satines, Mohairs, Silk Taffetas, 
Veivets and Chintzes make available a tremen- 
—= = dous choice of display backgrounds and settings. 
—-= —_— 

ZA SS S. M. HEXTER & COMPANY, Sole Owners 

YEABRICS\S CLEVELAND, OHIO 

‘epiidiea7 11 \\\ candida New York Office: 381 Fourth Avenue 
Chicago Office: 189 West Madison Street 






















STROKE BRUSHES WRITE 
FOR 
AND SIGN PAINTERS COPY OF 


Our Free Catalog No. 24 
DICK BLICK CO. 


BOX 437-D GALESBURG, ILL. 


FOR SALE 


Mechanical display, designed and built by Messmore 
& Damon, 7 feet long, 4 feet high, 3 feet deep. Two 
moving trains, mountain, bridge and valley scenery. 








Adaptable conventions, exhibition booths, window dis- 
play and many other uses. Used one week only. 
Reason for selling, not adaptable to our business. For 
price and complete description address 


Safeguard Check Writer Corporation 
5 Beekman Street, New York City 
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In Solid Walnut 


_ and Wrought Iror. 
Lisalay Fiviirer 


A striking departure from the 
monotony of ordinary displays— 
eraceful fixtures in the warm 
blended lines of rich walnut and 
wrought iron. 

New—vet already sponsored by 
displaymen everywhere. 





Write today for 
illustrated special 
circular— 
no obligation. 





Reg. U. S. Pat. Off. 





The Onli-Wa Fixture Co. 


Distributors of Stewart’s Wrought Iron Works 
St. Paul Avenue Dept. D. W. Dayton, Ohio 




















If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


You’re reading this issue and no doubt have 
found it offers a complete review of modern, 
up-to-date window and store display methods 
and experiences. You can’t get the full benefit 
from The DISPLAY WORLD unless you get 
it regularly, and the cost is only $2.00 per year, 
less than 17 cents per copy. Use this order 
blank TODAY. 


ORDER BLANK 


THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 
Gentlemen: Enclosed find $2.00 for a year’s subscription to 
The DISPLAY WORLD, 12 issues, beginning with the next 
number. 


Add 10c to checks f h. ; 50c addi- 
IMP ORTANT tional ae feuetien one psa tg ‘aon. 
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Doings Among Displaymen 





John H. Rice, display manager for Espenhain’s, Mil- 
waukee, again swept the platter clean in the window contest 
to promote the Milwaukee Community Fund staged by the 
Milwaukee Sentinel. He has won several trophies for similar 
displays in earlier contests. 





W. A. Bergy, display manager for Schroder Bros., Battle 
Creek, Mich., announces that a new display club has just 
been formed in his home city and that he has been chosen 
as president. 





EK. L. Davidson, formerly display manager for the H. 
Lieber Co., Indianapolis, was host to the Indianapolis Dis- 
play Club at its last session, using his new studio as a meet- 
ing place. He is now conducting the E. L. Davidson Co., 
a display service for national advertisers and local accounts. 

H. C. Oehler, director of display for W. A. Wieboldt & 
Co., Chicago, says of his orgenization’s recent ‘Founders’ 
Day”: “The windews were trimmed to give the effect of a 
great bulk of merchandise at low prices. The interiors of the 
store were treated very much the same way. Large banners 
were suspended from the ceiling and special price cards, 
employing the same color scheme, were used throughout the 
store.” 


Dr. Krenz, legal adviser of the “Bund der Schaufenster 
Dekorateure Deutschlands, e. v., the German Association 
of Window Decorators has enlisted the aid of The DIS- 
PLAY WORLD to obtain a digest of the American laws 
covering title to window rights of the decorator. The Ger- 
mans are seeking means to prevent photographers from 
taking their windows without the display manager's consent. 
They are also concerned with the problem of fly-by-night 
schools which graduate “students” after a short course and 
grant them diplomas certifying them to be qualified window- 
men.. 





L. H. Osborne, Vancouver, B. C., new secretary of the 
Pacific Coast Association of Display Men, announces his 
entry into partnership with Phil Sangster in the launching 
of the “Sangster-Osborne Display Service.” Mr. Sangster 
has been display and advertising manager for the Hudson 
Bay Co. at Lethbridge, Alberta, for the past seven years. 





Harry Burnstein, display manager for the Fair Store, 
Wausau, Wis., reports celebration of the organization’s 
“silver jubilee.” The anniversary was featured by a special 
sale, and a unique window trim involving a plaster paris 
birthday cake was used. 

George M. Allen, display manager for Leopold Adler, 
Savannah, Ga., writes that his company has just installed a 
new front in the building adjoining the main store which is 
devoted to their new men’s shop. The windows are of Louis 
XV _ panel design, the panels being done in caenstone, the 
field in brown travertine. 





E. W. McKeehan, in charge of displays for Seidenbach’s, 
Tulsa, Okla., celebrated the opening of their new store by 
a series of windows which were remarkably beautiful. The 
store has enjoyed the reputation of being the city’s finest 
specialty shop and the dignified displays easily upheld this 
position. 





John Pollari, display manager for the Herbst Department 
Store, Fargo, N. D., is the second windowman to conduct 
a “window trimmers’ sale.” The entire arcade front was 
given over to the event with a master card stating that the 
sale was conducted by the window trimmer. The windows 
went in on Saturday and a steady stream of patrons on Mon- 
day testified to their good work. 
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WANTED 
DISPLAY MANAGER 


Must be a man who can trim attractive, 
original windows -that will sell merchan- 
dise. Must be willing to work and be able 
to plan for himself and carry out ideas for 
backgrounds and special displays. Must, 
also, be a good card writer, willing to live 
in the South and willing to start where a 
high salary to begin with is not the main 
objective. Send pictures of your own dis- 
plays, and also samples of cards and full 
references and details to 


Box 694, 


NASHVILLE, TENN. 


Salesmen and Distributors 


WANTED 


In All Sections of the Country 


Now traveling to largest cities and calling 
on display managers of leading stores to 
sell mannequins that are the creations of 
a world-famed artist. Only those carrying 
non-conflicting lines and having highest 
character references are invited to reply. 
The earning possibilities and opportunities 
are large. 


“MASTER CRAFTS” 
Care of The DISPLAY WORLD 
151 Fifth Avenue, New York City 


SHOW CARD OUTFITS 


THE SHOWCARDER supplies the inex- 
perienced with the newest up-to-date 
materials in stencil form for lettering 
signs, price tickets, streamers, banners. 
No complicated scaling systems, no un- 
necessary weight. Patented March 16, 
1926. Adopted by leading chain store sys- 
tems to replace cumbersome, old-style 
outfits formerly used. ‘‘Paid for itself 
many times over.” ‘Turns out signs as 
good as a professional.” ‘Easily surpasses 
my old outfit in style and speed.” “I get 
duplicate orders for signs without ever 
asking for them—thanks to my Show- 
carder.”’ Folder explains everything. Wriie 


for it. 
SHOWCARDER, INC., 
University at La Salle St. Paul, Minn. 








Window Decorating, Theatrical Scenepaint- 
ing, Pictorial Arts, Stage Cartooning taught 
by Mail. Practical, Exclusive, Inexpensive 
Courses. Real artists your teachers. Learn 
More to Earn More. Importers of Colored 
Theatrical Scenery Models. Send stamps 
for Illustrated Literature. The Enkeboll 
School of Fine Arts, Omaha, Nebraska. 








WANTED 


One aggressive display man in each city 
to sell the Quincy Line of Window Dis- 
play Fixtures. Liberal commission. 


The Quincy Show Case Works 
QUINCY, ILLINOIS 








WANTED—A combination win- 
dow trimmer, cardwriter and 
advertiser. 


A young man just starting in that 
line preferable, one who has had 
schooling for that purpose and some 
experience; a good chance for ad- 
vancement. In sending an applica- 
tion, state salary wanted and how 
much experience had and recom- 
mendation. 


S. ROSENTHAL & SONS, 
Petoskey, Michigan 








DISTRIBUTORS WANTED 
In all of the large cities to handle our 
leading canvas-covered factory forms. 
Liberal commission to capable men. Forms 
fully guaranteed as to shape and measure- 
ments. List prices on demand. 
S. M. Benjamin Model Form Co. 

18 West 2ist St. New York City 











Rentals, Repairs, Exchanges, Purchases 
and Sales of Used Display Material in 
Good Condition from the Leading Depart- 
ment Stores of the New York City zone. 


Metropolitan Display Fixture Service 
32 E. 10th St. New York City 
Tel. Styvasent 9910 














Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further pai- 
ticulars and copy of new Catalog ‘‘G”’ upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 











FOR SALE-—See illustration, page 69, Feb- | 
ruary Display World, of the heavy fleece- 
lined Jersey cloth window sock for deco- 
rators. 75c pr., $4.25 half doz., $8.00 doz., 
postpaid. An elastic band is taped and 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Cal. 








FOR SALE AFTER CHRISTMAS 
Orders Taken Now 


One Messmore & Damon mechanical Noah’s Ark, 16 feet long, 7 feet 6 inches high. 


This ark rolls in the natural motion of a ship. 
in motion and looking out of windows. 


It is full of regular-sized animal heads 
tcp deck shows birds of various types 


which act, and Noah stands on platform with mechanical action of making speech. Cost 


Seattle firm $1,500—our price. $50. 


Perfect condition and practically new in appearance. 


A whole floor in Gothic effect comprising 45 beautiful wooden arches, 20 feet at spread, 


45 grilled lanterns, 3 feet high, electric 


Sacrifice price. 


Messmore & Damon polar bear drummer, mechanical. 


wiring and stems for lighted  poinsettias. 


Cost $300—sell, $175. 


Three extremely fine, interesting Christmas background settings; size, 9 feet wide, 
10 feet high. Not in use this year—for sale now; $75 each. 


One magnificent exterior metal electrical candle with holder, 68 feet high. 


Biggest 


“hit” in an electrical Christmas decorative promotion we know of. All in bright colors 
and light live flame 6 feet in height, fluttering as a natural candle light with wiring, 


larger flasher, fuse box and motor complete, $500. 


Worth in effect eight times this amount. 


All of These Offerings Are More Than Worth a Trip from Any Part 
of the Country to See 


L. S. AYRES & COMPANY 


Indianapolis, Ind. 











FOR SALE! 


Messmore & Damon’s Mechanical Toys 
Hipp, Elephant, Bake Shop, Santa Claus With Chimney 


Write Display Manager 


J. N. ADAM & CO. 


BUFFALO, N. Y. 
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in the “National Bedell Sales Week,” to stand out in an 
unusual manner through the use of rather large red pen- 
nants lettered in white with the quoted caption. The pen- 
nants are hung from the cornice of the backgrounds with 
red, white and blue cords and tassels. The window cards, 
which are rather generously used, are in panel shape, 40 
inches high and 16 or 18 inches wide, of white board and 
lettered with red and blue. Red felt mats of different sizes 
are used on the floor as bases for the different display groups 
in all the windows. In one of the island windows three silver 
trophy cups are displayed with red, white and blue ribbons 
tied about the handle of one of them, the ends of the ribbons 
trailing down toward the front of the window. There is also 
a shield of blue with red and white raised letters repeating 
the caption of the nation-wide sale event. 

Among the other interesting displays of Carson, Pirie, 
Scott & Co.’s windows is one in which a special display of 
Ecrase leather objects is made. Three different shades are 
used in the window. The two dominant colors used in the 
window were ivory and peach. To avoid the empty effect 
that would have prevailed if all these small items had been 
displayed in the large window proper, rectangular columns 
and platforms were covered with the brocade material used 
as hangings in the background, which served to fill up the 
spaciousness of the window and upon which the leather novel- 
ties were displayed. The usual number of costume windows 
devoted to women’s ready-to-wear apparel for all occasions 
appeared in the remaining windows of the State Street front. 

At Mandell’s, the double window at the corner and one 
other adjacent window showed elaborate evening gowns in 
different colorings and ensembles for each. In each window 
was a small card lettered, “For the Opera.” Ostrich fans 
to match with one or more of the gowns displayed shoes and 
opera glasses were conspicuously displayed in each of these 
windows. One of the windows showed all white evening 
gowns, wraps and accessories. Another featured three gowns 
in pastel velvet with related details in harmony. The third 
window was a display of black and white and white and 
black gowns and wraps with smaller items in keeping. 

Another display at Mandell’s that was of particular in- 
terest and which seemed to cause a pause in most would-be 
passersby was one in which young women’s heavy cloth 
coats, fur-trimmed, were suggested for wear at the football 
game. Three figures were used and posed to allow a space 
for a Michigan and an Illinois pennant with a megaphone 
or two. These “atmospheric” items were arranged on a 
football blanket folded square and laid flat on the floor. 

At Field’s, the corner window at State and Washington 
was also significant of the opera with a showing of lovely 
evening gowns. in different colorings displayed on five full 
wax models, shoes and hose, of course, in harmony with each 
gown. An ostrich fan and opera glasses appeared on a bench 
at an advantageous location in the display. 


Elvanian Solves Auto Goods Riddle 


(Continued from page 16) 

One may obtain many suggestions from the third picture, 
a Christmas window. The cut-out in the center of the win- 
dow was five feet high and four feet wide. The lettering 
in the middle of the holly wreath was of a transparent ma- 
terial, having a light flashing behind it. The candlesticks, 
which were made of cardboard and crepe paper, has tiny 
globes at the tips representing lit candles. 

The windows of all these stores are all well illuminated, 
some having colored flood lights. These lights are focused 
on the bright nickeled objects, which in return give off a 
bright vivid color effect. Last of all, but not least, the win- 
dows are so decorated as to signify “lots of pep.” Look on, 
ye furniture men, and be thankful for your lot! 

Mr. Elvanian is worthy of praise and deserves a place 
in the decorators’ “Hall of Fame,” and, most of all, the 
Philadelphta Association of Display Men is proud to have 
such a clever member in its midst. 








3 of the 50 
HOLIDAYS DISPLAYS 


that have won international commendation. 
Old King Cole has made good its word 
to give to these holidays the newest 
and finest assortment of full 
round and bas-relief dis- 
plays in grand scale. 

Below are shown 
3 of the 50. 

















Two comic units of immense size. “The best pair of 
toy units I have ever seen,” says a prominent display- 
man. Seventy inches high, forty-eight inches wide, 
seventeen inches deep. Ten colors. $38.25 each. 
Flashing eyes, $1.50 each, completely wired. 


Why Put Up With Makeshifts! 
WRITE FOR CATALOGS 


OLD KING COLE, Inc. 


CANTON, OHIO, U.S.A. 





We know there are two kinds of papier mache—(1) ours and (2) the other that isn’t so good! 















\ “As , Decorated Composition Candle. 
: CH: 12 inches high. Each, wired 
as vib $3.2 sail 
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